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ABSTRACT 
The research was an investigation of the effects of acculturation and cultural value 
orientation on individuals' body image, aesthetics of appearance, and dress involvement. 
The surveys were completed by immigrant Chinese Americans that consisted of women 
(/7=124. 59%), men («=82, 40 %), and three participants who did not state gender. A 
majorit)' of the participants were bom in Taiwan (64%), China (28%), and Hong Kong 
(8%). The majority of respondents were classified as "unaculturated" (55%) or "bicultural" 
(44%): only 1% as "acculturated." With regard to their value orientation, the majority were 
"collectivism oriented" (32%) or "bi-value oriented" (64%). 
Results indicated that the Chinese Orientation Subscale predicted more of the 
attitudinal and behavioral differences among individuals in relation to value orientation, 
body image, aesthetics for appearance, and dress involvement. More highly Chinese 
oriented (less acculturated) respondents (1) assigned more importance to collectivistic value, 
(2) indicated greater body satisfaction, (3) put more emphasis on behavioral characteristics 
and psychological traits when assessing female beauty and male attractiveness, and (4) had 
greater involvement in aesthetics and conformity in dress. 
Body image, aesthetics for appearance, and dress involvement were significantly 
related to both individualism and collectivism values. Both more individualism- and 
collectivism-oriented individuals had greater body satisfaction and more positive attitude 
toward their own body. In addition, more highly individualism-oriented individuals were 
found to (1) put more emphasis on physical appearance when assessing female beauty and 
male attractiveness, and (2) had greater involvement in individuality in dress. On the other 
hand, more highly collectivism-oriented individuals were found to (1) put more emphasis 
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on behavioral characteristics and psychological traits when assessing female beauty and 
male attractiveness, and (2) had greater involvement in aesthetics, conformity and modesty 
in dress. 
Recommendations for future research include using cultural value orientation 
(individualism, collectivism) constructs to examine other consumer attitudes and behaviors; 
studying a larger randomized sample across the U.S.; including several generations of 
immigrants to obtain more variation on the effect of accultiu-ation; and employing 
qualitative research techniques to get more in-depth information about meanings of the 
body, attractiveness ideals, and the acculturation process. 
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CHAPTER 1. INTRODUCTION 
The primaiy purpose of this research is to investigate the influences of acculturation 
and cultural values on body image, aesthetics for appearance, and consumer behavior 
toward dress among Chinese Americans. During the past decades, rapid social and 
demographic changes occurred in American society. Increasing ethnic diversity in the U.S. 
population is apparent and important for scholars to study from a broad cultural perspective. 
Studying ethnic minority consumers will contribute to the development and improvement 
of living and working skills within the increasingly diverse U.S. population of today and 
tomorrow (Damhorst, Miller, & Michelman, 1999). 
Immigrant consumption patterns reflect a unique blend of cultural styles that do not 
completely resemble the culture of origin or the culture of immigration (Wallendorf & 
Reilly. 1983). Acculturation and cultural value orientation have been found to influence 
immigrant consumption behaviors (Feldman & Rosenthal, 1990; Jun, Ball, & Gentry, 1993; 
Lee & Um, 1992; Penaloza, 1989). Thus, it is important to address and acknowledge 
cultural values and practices of ethnic groups in consimier studies. 
International migration from Asia to the U. S. has attracted much attention. The 
present research takes an international perspective within the United States as it focuses on 
Chinese Americans who have immigrated to the United States. I will examine, in part, the 
process of attitudinal and behavioral change that occurs as an individual moves to a new 
culture. The findings of this research will contribute to scholarly literature and also to 
practical problem solving. Marketers and consumer counselors will gain increased 
understanding of Chinese immigrant consumers in relation to body image, ideal beauty, and 
consumer behavior toward dress from psychological, sociad, and cultural perspectives. The 
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findings will also be useftil to designers, manufacturers, retailers and advertisers of apparel 
for developing satisfactory apparel products for this group. They may use the information 
to formulate particular marketing, product development, advertising or merchandising 
strategies for Chinese American target markets. 
Rationale 
The intent of this research arises from my role in the United States. I myself am 
Chinese from Taiwan and came to the United States ten years ago. I am intrigued by 
Chinese American children I meet, who resemble children in Taiwan in physical 
appearances, but their attitudes, behaviors and values are different and strongly reflect the 
majority culture in the U.S. (i.e., European American culture). I wonder what adult 
Chinese Americans* attitudes, behaviors and values are like. How do their attitudes, 
behaviors and values change in a culture different from the one in which they grew up? 
How do they perceive themselves and evaluate their appearance as they are affected by the 
interactions of the original and new cultures? Do their beauty standards and attitudes 
toward dress change and conform to the standards of the new culture? 
Putting together these questions I have raised, I thus became interested in 
understanding the relationship of acculturation to cultural values, body image, aesthetics for 
appearance, and dress involvement of immigrant Chinese Americans, particularly those 
who are first generation immigrants. Are their body image, aesthetics for appearance, and 
consumer behavior toward clothing different from those they held in the Chinese culture in 
which they grew up? What are Chinese American consumers' acculturation characteristics 
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and personal values and how do they influence Chinese American consumers' body 
perception and dress attitudes and behaviors? 
Need for Research 
Demographic characteristics (e.g., gender, age, income, socioeconomic status, and 
ethnicity) may be associated with the values and beliefs of individuals and may have an 
impact on their appearance perception and consumption behaviors related to appearance. 
Ethnicity is a fundamental demographic characteristic that may be visible on the basis of 
such physical attributes as skin color, eye shape, hair texture, or facial feature. However, 
ethnicity can have an influence on much more than visible characteristics, including values, 
tastes, preferences. Ethnicity is a fundamental influence on how an individual feels about 
the body and upon aesthetic and other preferences that shape how an individual manages 
and modifies appearance. 
The importance of understanding cultural diversity and recognizing cultural 
identities of ethnic groups such as Asian Americans has became apparent to consumer 
behavior researchers and marketers in the United States (Ho, 1991; O'Hare, Frey, & Post, 
1994; Ownbey & Horridge. 1992; Santoro, 1996; Shim & Chen, 1996). According to 
recent estimates, the population of Asian Americans hzis grown substantially since 1980 
and increased 125.3% from 1980 to 1992 (U.S. Bureau of the Census, 1994a). By 2050, 
the U. S. Census projects that Asian Americans will be the fastest growing ethnic 
population and will increase 310% — about 41 million people (U.S. Bureau of the Census. 
1994b). It is estimated that Asian Americans will make up to 10 % of the total 
U.S. population by the year 2040 (Edmonston & Passel, 1994). 
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The total population of Asian Americans was about 8.4 million in 1990. 
representing 3.3 % of the U. S. population (U.S. Bureau of the Census, 1994a). According 
to the census, Asian-Americans' average household annual income of $ 41,583 is 18% 
higher than the national average (U.S. Bureau of Census, 1993). In 1990, the average 
annual income of suburban Asian-American families was $ 56,300, 23% higher than that of 
Asian-American families in central cities. 
There are 17 distinct groups in the total Asian American population ("Asian 
Studies", 1995). Chinese American is the largest subgroup within the Asian American 
population (Gardner, Robey, & Smith, 1989). In 1990, among Asian Americans, about 
22.6% were Chinese. This group is a significant and sizable group of consumers with 
particular preferences, problems, and needs. 
To understand Chinese American consumers, it is important to investigate their 
cultural origin (i.e., Chinese culture) and the immigrant culture they experience within 
American culture. When Chinese consumers immigrate to the United States, their cultural 
values and consumption behaviors may become modified from what they were in their 
home culture due to the limitation of social and economic environments (e.g., marketing 
system, available products, and lifestyles and consumer behavior of residents in the new 
culture). Degree of acculturation to the new culture is also a predictor or determinant of 
immigrant consumption behaviors (Jun et al., 1993; Lee & Um, 1992; Penaloza, 1989), 
lending great diversity within the Chinese American community. 
Previous researchers have investigated Chinese Americans' acculturation 
characteristics or cultural values (Feldman & Rosenthal, 1990) in relation to their 
consumption behaviors such as shopping orientation (Ownbey, 1991; Shim & Chen, 1996), 
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complaints or expressions about product satisfaction (Watkins & Liu. 1996), and 
motivations. lifest>'les and product choices (Tse. Belk, & Zhou. 1989). However, most 
research was conducted for general merchandise categories. Little research has been done 
specifically related to appearance and apparel. Little understanding exists of how cultural 
\ alue orientations and acculturation affect body image, beauty ideals, aesthetic preferences, 
and personal involvement in dress among Chinese Americans. This proposed study was 
designed as an exploratory investigation into the roles of acculturation and cultural value 
orientations on body image, aesthetic preference of appearance, and involvement in dress 
for Chinese Americans. 
Research Questions 
Acculturation level and cultural value orientations have been found to have 
direct or indirect impact on consumption behaviors of immigrant consumers (Ho, 1991; Jun 
el al.. 1993; Ownbey & Horridge; 1997; Shim & Chen; 1996; Tan & McCullough, 1985). 
However, little research has been conducted to determine the possible relationship of these 
two important factors and their influences on body image, aesthetic perceptions and dress 
related practices for immigrant Chinese Americans. The objectives of this research are to 
explore the following four key questions: 
(1) Do acculturation characteristics of Chinese Americans relate to their cultural value 
orientations? 
(2) What are the profiles of Chinese Americans' perceptions of body image, aesthetic 
preferences for appearance, and involvement in dress? 
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(3) What are the possible effects of acculturation changes on Chinese Americans' 
perceptions of body image, aesthetic preference for appearance, and involvement 
in dress? 
(4) What theoretical models can be developed to illustrate relationships among 
acculturation, cultural value orientation, body image, aesthetic preference for 
appearance, and involvement in dress? 
Definitions of Terms 
Acculturation: Acculturation is "...the process of learning and adopting cultural traits, 
different from the ones with which the person was originally reared" (Ownbey & Horridge, 
1997, p. 3). Acculturation is . .a multifaceted phenomenon composed of numerous 
dimensions, factors, constructs, or subcomponents.... Values, ideologies, beliefs, and 
attitudes appear to be important components of acculturation as are cognitive and 
behavioral characteristics such as language, cultural customs, and practices" (Cuellar et al., 
1980, p. 209). 
Aesthetics: ''Aesthetics is the study of human response to the non-instrumental quality of 
the object or event; specifically, aesthetics addresses the activated internal processes, the 
object or event's multi-sensory characteristics, and the psychological and socio-cultural 
factors affecting the response of the creator or appreciator to the object or event" (Fiore et 
al., 1996). 
Bodv Image: "Body image is a term which refers to the body as a psychological experience, 
and focuses on the individual's feelings and attitudes toward his own body" (Fisher & 
Cleveland, 1968, p. x). It is a multidimensional construct that incorporates perceptual and 
aitiiudinal (i.e.. affective, cognitive, and behavioral) components (Brown, Cash, & Mikulka. 
1990; Cash & Brown, 1989). 
Collectivism: "In some cultures the self is defined as an aspect of a collective (e.g., family 
or tribe); personal goals are subordinated to the goals of this collective; norms, duties, and 
obligations regulate most social behavior; taking into account the needs of others in the 
regulation of social behaviors is widely practiced" (Triandis, 1996, 409). 
Cultural Value Orientations: Cultural value orientations is "a generalized and organized 
conception, influencing behavior, of nature, of man's place in it, of man's relation to man, 
and of the desirable and nondesirable as they may be related to man-environment and 
inlerhuman relations" (Kluckhohn, 1951, p. 411). 
Culture: "Everything that people have, think and do as members of their society.... Thus 
culture is made up of (1) material objects; (2) ideas, values, and attitudes; and (3) normative 
or expected patterns of behavior" (Ferraro, 1994, p. 17). 
Dress: As a noun, dress refers to the "total arrangement of all outwardly detectable 
modifications of the body and all material objects added to it" (Roach & Musa, 1980). As a 
verb, dress refers to '"what people do to their bodies to maintain, manage, and alter 
appearance; therefore, dress is behavior" (Damhorst, 1999, p. 2) 
Horizontal Collectivism: "Horizontal collectivists merge with in-groups (family, tribe, 
coworkers, nation) but do not feel subordinate to these in-groups" (Triandis et al., 1998, p. 
276). 
Horizontal Individualism: "Horizontal individualists do their own thing but do not 
necessarily compare themselves with others" (Triandis et al., 1998, p. 276). 
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Involvement: "Involvement is the level of perceived personal importance and/or interest 
evoked by a stimulus" (Mowen. 1994, p. 78). 
Individualism: "The self is defined as independent and autonomous from collectives. 
Personal goals are given priority over the goals of collectives. Social behavior is shaped by 
attitudes and perceived enjoyable consequences. The perceived profit and loss fi-om a 
social behavior is computed, and when a relationship is too costly it is dropped" (Triandis, 
1996. p. 409). 
Value: Value is "a conception, explicit or implicit, distinctive of an individual or 
characteristic of a group, of the desirable which influences the selection from available 
modes, means, and ends of actions" (Kluckhohn, 1951, p. 395). 
Vertical Collectivism: "Vertical collectivists... submit to the norms of their in-groups and 
even are willing to self-sacrifice for their in-group" (Triandis et al., 1998, p. 276). 
Vertical Individualism: "Vertical individualists are especially concerned with comparisons 
with others. They want to be "the best," win in competitions, and be distinguished" 
(Triandis et al., 1998, p. 276). 
Objectives 
1. Identify and describe the following variables for Chinese Americans: 
a. acculturation characteristics 
b. cultural value orientations (e.g., individualism vs. collectivism) 
c. body image 
d. aesthetic preference for appearance (e.g., formal, symbolic, and expressive aspects) 
e. involvement in dress 
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2. Explore the relationship of acculturation characteristics to Chinese Americans' cultural 
value orientations. 
3. Examine the relationship of acculturation characteristics to Chinese Americans' body 
image, aesthetic preference for appearance, and involvement in dress. 
4. Determine whether significant differences in body image, aesthetic preference for 
appearance, and involvement in dress exist among Chinese Americans with different 
cultural value orientations. 
5. Propose a model of the possible relationships among acculturation characteristics, 
cultural value orientations, body image, aesthetic preferences for appearance, and 
involvement in dress for Chinese-Americans. 
Limitations 
1. Information obtained in this study will be limited to people listed in the current 
directories of Chinese American associations or religious organizations in the U. S. 
2. Information obtained in this study will be limited to the convenience sample of 
Chinese Americans and carmot be generalized to other ethnic groups in the United 
States and Chinese Americans not sampled. 
3. Information obtained from the non-random sample will be limited to people who 
reside in certain states during a certain time fi^me and carmot be generalized to people 
in other areas of the U. S. or in other time periods. 
4. The items used in the questionnaire may supply ideas and concepts to respondents that 
are not normally used by them. Therefore, some results may reflect ideas that are not 
representative of respondents' everyday thinking. 
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Organization of the Chapters 
This dissertation contains six Chapters. Chapter 1 outlines the justification, rationale, 
need for research, and purpose of the research. Chapter 2 reviews relevant literature 
concerning (1) immigrant Chinese Americans, (2) acculturation, (3) cultural value 
orientations, (4) body image, (5) aesthetics for appearance, and (6) dress involvement. The 
section on immigrant Chinese Americans helps to understand Chinese Americans from 
socio-historical and social psychological approaches. Hypotheses are presented, based on 
literature and theory. Chapter 3 reports the methods of data collection and analyses used in 
this research. Discussion of the results is reported in Chapter 4. Chapter 5 presents the 
summary, conclusions and recommendations for further research. 
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CHAPTER 2. LITERATURE REVIEW 
Immigrant Chinese Americans 
The recent increase of ethnic groups in the United States is mainly the result of 
immigration into this country. Most of the early immigrants were Europeans. During the 
late 20^ century, arrival of immigrants from other countries has resulted in the increase of 
and variety of new ethnic groups in the U.S. 
Immigrant Chinese Americans are an ethnic group whose members share a unique 
social and cultural heritage passed on from one generation to the next. Chinese Americans 
can be differentiated from the dominant European group by physical appearance, language, 
religion, beliefs, values, customs, and food. The following section reviews the history of 
Chinese immigration to the United States and with a depiction of the current population. 
History of Chinese Americans 
Reviewing the immigration history of Chinese Americans provides helpful 
information for understanding some bases for interethnic and intraethnic differences in 
values, traits and behaviors. Chinese immigrants were the first Asians to the United States 
in large numbers; they started arriving in the United States around the 1850s (Wong, 1982). 
Table 2.1 was summarized from previous Chinese-American literature (Chen, 1992; Glenn 
& Yap. 1994; Wong, 1998). 
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Table 2.1. Summary' of Chinese American history 
The First Wave of Chinese Immigration - Before 1882 
1850s - Started arriving in the U.S. in large numbers 
- Mainly from Kwangtung Province in Southeast China 
- Male laborers for mining and railroad construction 
- Were welcomed 
- Lowest wages paid 
- Mostly male bachelors 
- Split-household family: Most male laborers' wives were left behind in home 
country 
- Female-to-male ratio=I to 21 in 1880 among Chinese Americans 
- Sent most of earnings back to home country 
- Almost all the Chinese lived on the West Coast 
The Second Wave of Chinese Immigration - Between 1882 and 1965 
1882 Chinese Exclusion Act: severely restricted Chinese immigration 
- Chinese immigrants declined in numbers 
- Many Chinese moved to central and eastern parts of the U.S. 
- Urban-oriented migration (after 1890) 
- Racism reflected in laws, professional practices, and labor unions 
- Chinese were barred from many occupations in the civil service, teaching, 
medicine, dentistry, manufacturing, and blue-collar employment 
- Female-to-male ratio=l to 26.79 in 1890 
1943 Chinese Exclusion Acts were repealed 
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Table 2.1 (continued) 
1946 Bride's Act: permitted entry to wives and children of permanent residents & citizens 
1953 Immigration Act: Gave preferential entry to relatives of citizens 
- Annual quota of 105 Chinese were admitted to the U.S. after 1943 
- Chinese scientists and professionals were encouraged to immigrate to the U.S. 
- Women and children increased in the population 
- Female-to-male ratio equaled 1 to 1.35 in 1960 
- Small producer family: Typical Chinese immigrant family operated as a unit of 
production (i.e., family business such as a laundry, restaurant, or small store) 
- Close parental control of children, parents spoke to children in Chinese and 
transmitted tradition to children 
- Children were expected to obey parents; younger children were expected to defer 
to older children 
- Children became cultural mediators and agents for the family (because of 
knowledge of English) 
The Third Wave of Chinese Immieration - After 1965 
1965 Nationalization and Immigration Act 
- Annual quota was increased to 20,000 
- Many college students from Taiwan, Hong Kong, and People's Republic of China 
came for advanced education 
- Leading occupations in 1970: wholesale and retail trade, professional services, and 
manufacturing 
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Table 2.1. (continued) 
- Two groups of Chinese immigrants: 
(1) The old immigrants or Chinatown Chinese (who remained tied to the 
ethnic sub-economy and its institutions) 
* Traditional in outlook 
* Retaining Chinese notion of a gender and age hierarchy of authority, 
filial piety, and collectivity (Wong, 1998) 
(2) Non-Chinatown Chinese, uptown Chinese, or Professional Chinese 
(entered the professions, universities, and white neighborhoods) 
* Well-educated, economic successes 
* Interested in making the U.S. their permanent home 
* Admired the freedom and democracy of the U.S. 
* Avoided the traditional paths to employment (e.g., restaurants, grocery 
stores) 
- Main places to live: Los Angeles, San Francisco, & New York City 
1990 Extension of Nationalization and Immigration Act 
- gave priority to specially skilled immigrants needed in the U.S. or to those who 
joined their families already in the U.S. 
- Most Chinese Americans are foreign bom 
Sources: Chen (1992), Glenn and Yap (1994), and Wong (1998) 
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Acculturation 
Webster's Encyclopedic Unabridged Dictionary of the English Language (1989) 
defined acculturation as "the process of adopting the cultural traits or social patterns of 
another group" or 'the result of this process" (p. 10). Within anthropology, Powell used the 
concept of acculturation as early as in 1880 in his study of Native Americans. In the early 
uses in the 1900s, "acculturation" implied the result of somewhat close contact between 
peoples, resulting in a give-and-take of their cultures: acculturation was a prototype for 
•'education" because it involved the psychological learning process (Bateson, 1935). 
Acculturation is different from assimilation. Assimilation describes the complete 
integration and absorption of individuals from one native cultural system into another new 
culture, whereas acculturation is the selective adaptation attributable to intercultural contact. 
Assimilation is preceded to some degree by acculturation, but it is not the sole or necessary 
endpoint in the acculturation process (Gordon, 1964). During the process of assimilation, 
members of an etlmic group become part of the majority culture (Schaefer, 1990). 
However, members of an ethnic group are not fully admitted to intimate groupings of the 
majorit\' through the process of acculturation (Kaiser, 1997). 
Studies of acculturation can be distinguished on two different levels: the population 
level (e.g., ecological cultural, social, and institutional) and individual level (e.g., the 
behaviors and traits of persons) (Berry, 1990). The studies of the individual level of 
acculturation refer to "psychological acculturation" or the changes an individual 
e.xperiences as a result of being in contact with the new culture (Graves, 1967). Berry 
(1990) defined psychological acculturation as "...the process by which individuals change, 
both by being influenced by contact with another culture and by being participants in the 
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general acculturative changes under way in their own cuhure. This process necessarily 
involves some degree of input from, and continuity with, an individual's traditional 
psychological characteristics" (p. 235). 
As a result of contact with the new culture, the individual often acquires the 
lifestyles, practices, and beliefs of the majority group through participating in the same 
socio-culturaJ environment. The individual may change identity, values, attitudes and 
behaviors under the influence of acculturation. However, individuals may vary greatly in 
how they deal with the influences of acculturation; turning their backs, embracing, or 
selectively engaging the new while merging it with the old (Berry, 1990). 
Oberg (1960) and Choe (1984) both identified four stages of the acculturation 
process: (1) the arrival, contact or honeymoon stage with the host society, (2) the rejection 
or conflict stage, which is a stage of feeling the contradictions between the native and host 
culture. (3) the tolerance or adjustment stage of moving toward homogenization by 
acclimating behavioral or cultural features with the host culture, and (4) the integration or 
assimilation stage of integrating into the host culture. 
Keefe and Padilla (1987) summarized three models of acculturation: (1) single 
continuum model, (2) two cultural matrix model, and (3) multidimensional model. The 
single continuum model of acculturation is the simplest model in which acculturation is on 
a linear continuum from unacculturated state to bicultural state and then to the fiilly 
acculturated state. Linear models of acculturation imply that individuals "gain" something 
during the process of acculturation while their prior culture is overwritten by the new 
culture and pre-existing traits are replaced. 
The two cultural matrix model positions native culture and new culture as two axes 
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in a cross-cutting matrix (McFee, 1968). Four cells of unaccultuated. acculturated, 
marginal, and bicultural are predicted in this model. Individuals in this model are allowed 
acceptance of both native and new culture. However, individuals are assumed to belong to 
one particular category as opposed to inhabiting different categories for every aspect of 
behavioural characteristics, psychological traits, values, or beliefs. 
The multidimensional model of acculturation describes the concept of selective 
acculturation in which individuals adopt certain strategic traits (e.g., learning the language 
of the host culture), while maintaining other traditional culttiral values and patterns (e.g., 
native foods, music preferences, child-rearing practices, family organization) (Keefe & 
Padilla, 1987). With multidimensional acculturation, bicultural individuals have a mix of 
native and new traits and develop expanded skills and Icnowledge from both cultures 
(Ramirez, 1984) 
A variety of measures have been developed for identifying the acculturation 
construct (Burman, Hough, Telles, & Escobar, 1987; Cuellar, Arnold, & Maldonado, 1995; 
Cuellar, Harris, & Jasso, 1980; Deshpande, Hoyer, & Donthu, 1986; Lee & Um, 1992; 
Marin. Sabogal, Marin, Otero-Sabogal, & Perez-Stable, 1987). The individual 
acculturation construct has been developed as a multidimensional measure that contains 
two dimensions of change within the minority culture: (1) maintenance or loss of traditional 
culture and (2) gain of new culture traits. Most measurements incorporate variables that 
indicate cultural identification (e.g., self-designated ethnic group, ethnic identification) and 
acculturation behaviors (e.g., language usage and preference, food preference, religion, 
mass media exposure, and social communication). Rogler, Cortes, & Malgady (1991) 
claimed that one of the most complete and frequently used measurements was the 
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Acculturation Rating Scale for Mexican Americans (ARSMA) developed by Cuellar et al. 
(1980). ARSMA-II was the revision of the original ARSMA that included all four factors 
of ARSMA; (1) language use and preference, (2) ethnic identity and classification, (3) 
cultural heritage and ethnic behaviors, and (4) ethnic interaction (Cuellar et al., 1995). 
By using ARSMA, ARSMA-II, and other acculturation instruments, acculturation 
has been found to be related to various psychological and behavioral traits such as values 
(Domino & Acosta, 1987), beliefs and attitudes (Cuellar et al., 1995), and consumption 
behaviors (Jun et al., 1993; Shim & Chen; 1996; Ownbey & Horridge, 1997). 
People may change their consumption behavior due to culture contacts. 
Consumption acculturation is identified as the process of "...the acquisition of skills and 
knowledge relevant to engaging in consumer behavior in one culture by members of 
another culture" (Penaloza, 1989, p. 110). Triandis, Kashima, Shimda and Villareal (1988) 
suggested that migrant consumers may change their consumption behaviors in many ways: 
(1) assimilate to the norms of the majority culture and adopt the new consumption pattern; 
(2) reject the majority norms and retain their original consumption habits; or (3) selectively 
adapt to the majority norms. Immigrant consumers' evaluation of importance of product 
attributes may vary depending on the consumer's acculturation mode (Jun et al., 1993). 
Therefore, the mode of acculturation would be useful for understanding diverse segments 
of an ethnic market. 
Ownbey and Horridge (1997) investigated Chinese Americans residing in San 
Francisco, CA, and found that sex roles and opinion leadership in shopping are closely 
linked with accultiu-ation of Chinese Americans. Shim and Chen (1996) used acculturation 
characteristics as predictors of apparel shopping orientations among Chinese graduate 
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students and spouses residing in the U.S. southwest. They identified two groups that were 
labeled as (1) Minimalist-Less Acculturated Shoppers and (2) Actively Involved-More 
Accullurated Shoppers. 
Minimalist-Less Acculturated Shoppers were identified as: 
(a) cautious shoppers, 
(b) apathetic about shopping and credit usage, 
(c) closely associated with Chinese tradition, 
(d) low in shopping and fashion interest. 
Actively Involved-More Acculturated Shoppers were characterized as consumers 
who 
(a) enjoyed shopping, 
(b) were credit-oriented, 
(c) planned shopping (made and stuck to a shopping list), 
(d) enjoyed talking to salespersons, 
(e) used brand and fashion as a tool of self- or ego-enhancement, 
(f) were less concemed about convenience, 
(g) had lower level of ethnocentrism toward Chinese products and were less 
likely to be associated with Chinese tradition, 
(h) were more involved with U.S. cultural entertainment and associated with 
U.S. fnends; 
(i) were more likely to communicate in English and to feel comjjetent in 
English-language communication; 
(j) were more likely to desire to stay in the U.S.; 
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(k) were more likely to use media such as TV, radio, and newspapers. 
A study by Tan and McCullough (1985) also found that Chinese high on Chinese 
traditional values were less closely related to a preference for image. This finding 
corresponds to Ho's (1991) finding that Asian Americans with high Asian ethnicity 
orientation (i.e., less acculturation) were less concerned with being well dressed. 
Cultural Value Orientations 
Ferraro defined culture as ".. .everything that people have, think and do as members 
of their society" (1994, p. 17). Culture refers to patterns of values, ideas, artifacts, and other 
meaningful symbols that help individuals communicate, interpret, and evaluate as members 
of society. Culture includes both abstract and material elements. Abstract elements include 
values, attitudes, ideas, stereotypes, personality types and religion. Material components 
include things such as books, computers, tools, buildings, and specific products such as 
clothing. The core values of a society define how products are used, with regard to their 
functions, forms, and meanings. Culture provides people with a sense of identity and an 
understanding of acceptable behavior within society. 
In general, culture is learned, shared, passed on from generation to generation, and 
reinforced through social institutions such as family, religion, and school (Kroeber & 
Kluckhom, 1985). Culture is a dynamic force resulting fi^om the interaction of human 
beings with environment such that both forces influence each other (Manrai & Manrai, 
1996). 
People develop their values, motivations and habitual activities through the process 
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of socialization and absorb a culture from birth throughout their whole life. Norms learned 
in early life might be highly resistant to change. People learn their norms through imitation 
or by observing the process of reward and punishment in a society'. Socialization causes 
people to adopt values that influence consiunption. The consequences of socialization 
include specific preferences such as choices of color, store, hours of shopping, 
characteristic interaction style with salespeople, and many other factors. 
In the field of consumer behavior, marketers and researchers have recognized 
cultural value orientations as a starting point for understanding differences in cultures and 
for understanding what, how and why people buy (McCarty, 1996). Consumers evaluate 
product attributes according to what they perceive as important and valuable. Cultural 
value orientation was identified as a powerful force shaping consumers' motivations, life­
styles and product choices (Tse, Belk, & Zhou, 1989; Cheng, 1994b; McCarty & Hattwick, 
1992). 
Research examining both U.S. and Chinese societies revealed that these two 
cultures were very different in lifestyles, sex roles, religion, ideals, customs, forms of 
government, and economics and values (Hsu, 1981). Comparing traditional Chinese and 
U.S. values, William (1970, pp. 501-502) identified traditional Chinese values as (1) 
"passive acceptance" of fate by seeking harmony with nature, (2) emphasis on inner 
experiences of meaning and feeling, (3) a closed world view prizing stability and harmony, 
(4) emphasis on kinship ties and tradition with a past orientation, (5) more weight on 
vertical interpersonal relationships, and (6) weight placed on a person's duties to family, 
clan, and state. Traditional U.S. values were characterized as (1) "active mastery" in the 
person-nature relationship, (2) concern with external experiences, (3) an open view of the 
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world with emphasis on change and movement, (4) primary faith in rationalism and 
orieniation toward the future, (5) emphasis on horizontal dimensions of interpersonal 
relationships, and (6) value of the individual personality. 
Tse (1996) indicated that the traditional concept of consumer behavior is strongly 
Western-based and focused on individualistic goals that consumers flilflll their own needs 
through a market system. Traditionally, consumer behavior research focused on how 
consumers buy and use products to reflect their concept of an indep)endent self. However, 
Markus and Kitayama (1991) suggested that it is more relevant to understand the 
interdependent self rather than independent self in collectivist cultures (e.g., Chinese 
culture). Therefore, it is important to know group influences on self concept in a global 
economy. Recently, some researchers have begun to examine how consumers from a 
collective society (e.g., Chinese, Chinese-American) behave in a market system within an 
individualistic society (Ownbey, 1991; Tse, 1996; Watkins & Liu, 1996). This research 
discussed the social-cultural influences on consumer behavior and sought to understand 
how cultural value orientation affects consumption and buying. In addition, the research 
explains how collectivist consumers perceive consumption activities, evaluate their 
purchases, and use consumption as means to foster social relationships. 
Some sets of cultural value orientations have been used to explore the possible 
relationship of Chinese cultural values and consumption behaviors (Ownbey, 1991; Yau, 
1994). Adopting Kluckhohn and Strodtbeck's (1961) classification of value orientation, 
Yau (1994) classified Chinese cultural values as (1) harmony with nature, (2) abasement, (3) 
situation orientation, (4) respect for authority, (5) interdependence, (6) group orientation, (7) 
past time orientation, (8) continuity, and (9) harmony with others. Yau (1994) found a 
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relationship between Chinese cultural value orientations and Chinese customers' 
satisfaction behaviors and provided evidence that underlying dimensions of Chinese 
cultural values will be very useful for consumer researchers to gain better knowledge of 
Chinese consumers. However, further empirical studies examining various categories of 
consumption behaviors and utilizing other possible sets of cultural value orientations are 
needed. 
Individualism versus collectivism 
One set of distinct cultural value orientations that was used to compare and 
characterize U.S. and Asian (e.g., Chinese) cultures was individualism versus collectivism. 
Individualism and collectivism have been identified as the major themes of cross-cultural 
social and organizational psychology (Bond & Smith, 1996; Brislin, 1993; Kagitcibasi & 
Berry, 1989; Landis & Bhagat, 1996; Markus & Kitayama, 1991; Morris & Peng, 1994; 
Triandis, 1995; Triandis, 1996; Triandis, Chen, & Chan, 1998; Triandis, Dunnette, & 
Hough, 1994). In individualist cultures, individuals tend to subordinate group needs and 
goals to their own personal needs and goals. Self-definition and self-esteem among 
individualists are independent from social context and depend on succeeding at being 
unique, self-expressive (including expressing negative emotions), and validating internal 
attributes (Markus & Kitayama, 1991). Individualist-oriented social behaviors are shaped 
by personal attitudes and perceived enjoyable consequences that exceed social context 
(Triandis, 1996). 
In contrast, individuals raised in collcctivist cultures tend to subordinate their own 
needs to the needs of family, tribe, company, and group. Most social behaviors are 
regulated by norms, duties, obligations, and taking into account the needs of others 
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(Triandis, 1996). Collectivist self-constructions are relatively dependent on social contexts. 
The self-definition and self-esteem of collectivists depends on success in belonging, fitting-
in, enacting contextually appropriate behaviors, adjusting and retraining self, maintaining 
social harmony, and saving face for self and others. Others aid in self-definition for 
collectivists. Collectivists tend not to outwardly express their emotions, particularly 
negative emotions. They often restrain their emotion in an intimate social context. 
Horizontal and vertical constructs were one of the distinctions among different 
types of individualism and collectivism values (Singelis et al., 1995; Triandis et al., 1998). 
Therefore, four cultural value constructs were identified as: Horizontal Individualism (HI), 
Horizontal Collectivism (HC), Vertical Individualism (VI), and Vertical Collectivism (VC). 
Basically, the difference between horizontals and verticals are the use of hierarchy. The 
horizontals do not use much hierarchy, whereas the verticals use hierarchy (Triandis et al., 
1998). Horizontal individualists do not necessarily compare themselves with others, 
whereas vertical individualists are especially concerned with achievements and 
comparisons with others. Consequently, horizontal individualists like to do their own thing 
without concern for comparisons with others. On the other hand, vertical individualists 
want to be "the best," and win in competitions (Triandis et al., 1998). 
Horizontal collectivists merge with in-groups (family, tribe, coworkers, nation) but 
do not necessarily subordinate themselves to their in-groups, whereas vertical collectivists 
feel subordinate to the norms and expectation of their in-groups imd even are willing to 
self-sacrifice for their in-group (Triandis et al., 1998). 
Conformity and security as well as other collectivist values were found to be highly 
important in Eastern Asian countries, whereas self-direction, hedonism and other 
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individualist values were found high in importance in U.S. cultures (Schwartz, 1992). 
Comparing the differences in cultural value orientations, Markus and Kitayama (1991) 
identified Chinese culture as a collectivist culture that is different from the individualistic 
U.S. culture. Triandis et al. (1998) compared the U.S. and Hong Kong respondents by 
using sixteen scenarios that included social, aesthetic, political, economic, and truth 
domains to measure individualism and collectivism. The finding indicated that Hong Kong 
respondents were more collectivistic than the U.S. respondents. 
Collectivist consumers (e.g., Chinese) tend to be relatively loyal to favorite brands 
and retailers and to be reluctant to voice complaints about products that fail to meet their 
expectations (Watkins & Liu, 1996; Yau, 1994). But once collectivist consumers do refuse 
to rebuy the offending products, it is especially hard for the offending supplier to regain 
them as customers. 
Individualist/collectivist differences in cultural values also have profound impact on 
social interactions that affect consumption behaviors. Due to collectivism, Chinese tend (1) 
to be concerned about the results of their actions on members of their groups, (2) to share 
resources with in-group members, and (3) to maintain harmonious relationships with in-
group members. Therefore, Chinese people tend to behave appropriately to fit subjective 
norms and do not deviate from the group. Individuals are well aware of their roles and 
obligations. These forces become the underlying motivation for individuals to identify with 
their peers. Tse (1996, p. 361) suggested that Chinese consumers (I) would have more 
homogeneous consumption patterns than would U.S. consumers, (2) would place more 
emphasis on the opinions of their reference group in making purchases than would U.S. 
consumers, and (3) would be more likely to use name-brand products to identify with their 
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peers than would U.S. consumers. 
Cultural values and consumption characteristics may be retained even when 
individuals move to a different cultural environment. Among Chinese immigrating to the 
U.S., preference for name-brand products (Ho, 1991) and importance of reference groups in 
making purchasing decisions was found (Kotkin, 1987). Immigrant Chinese Americans 
still retained some cultural values that are different from mainstream U.S. beliefs and 
values (Feldman &. Rosenthal, 1990). Values related to responsibility to family, the 
interdependence of family members, and conformity to rules of good behavior were the 
most important for consumers from Chinese culture, whereas values related to needs, rights, 
and achievements of individuals were important for mainstream U.S. consumers (Feldman 
& Rosenthal, 1990). 
Chinese immigrants may never change some deeply rooted values and may never 
behave like the majority of the new society (Lee & Tse, 1994). Chinese immigrants tend to 
adopt value-free activities (e.g., language) promptly and adopt the value-conflict activities 
(e.g., independence from family) slowly. However, Penaloza (1989) indicated that the 
immigrant consumption environment and individual circumstances might still restrain 
immigrant consumers' ability to maintain previous consumption patterns. Some of the 
research findings suggested that individuals might change their values and behaviors after 
residing in a culture for longer periods of time (Cuellar, Harris, & Jasso, 1980; Hazuda, 
Stem. & Haffner, 1988). Therefore, it is important to clarify if acculturation can be a 
fundamental factor influencing immigrants' consumption habits. 
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Body Image 
Fisher and Cleveland (1968) defined body image as "...a term which refers to the 
body as a psychological experience, and focuses on the individual's feelings and attitudes 
toward his [or her] own body" (p. x). It is a multidimensional construct that incorporates 
perceptual and subjective or attitudinal (i.e., affective, cognitive, and behavioral) 
components (Brown, Cash, & Mikulka, 1990; Cash & Brown, 1989). For example, a 
perceptual component commonly referred to as size-perception accuracy (i.e., estimate of 
body size) and a related subjective component of attitudes toward body size and weight, is 
incorporated in body image (Cash & Brown, 1989). 
Cash and Brown (1989) developed a measure to assess body image. It consists of 
measures of (1) body-self relations or subjects' attitudes toward their physical appearance, 
fitness, and health; (2) body area satisfaction, that is, subject's satisfaction with their body 
parts and overall appearance, and (3) weight-related attitudes. Thompson, Penner, and 
Altabe (1990) reviewed research in the assessment of body image and indicated that most 
assessment instruments that measure the subjective realm focus on the satisfaction 
component (body cathexis). Some instruments that focus on subjective concerns, cognition, 
anxietv", and anticipated avoidance of certain situations have been recently developed. 
However, actual behavioral observation and intention rating protocols have not been 
developed (Thompson et al., 1990). More research that explores the relationship of 
personal (micro-level) and cultural (macro-level) perceptions is also needed (Kaiser, 1997). 
The average U.S. female individual feels that her figure is fatter and shorter than her 
ideal (McJimsey, 1963). Cohn and Adler (1992) found that individuals' ideal figures were 
lighter in weight than their own current body sizes. Women tend to overestimate their body 
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size and idealize a thinner image, whereas men tend to underestimate their weight and 
idealize a heavier image (Gray, 1977; Fallon & Rozin, 1985; Hallinan, 1991; Thompson, 
1986). The heavier that female individuals perceived their bodies, the more negative were 
their feelings about their body image (Brodie, Bagley, & Slade, 1994; Chen & Swalm, 1998; 
Molinari. 1995). However, Chen and Swalm (1998) found that the larger both American 
and Chinese males perceived themselves, the more positive feelings they had toward their 
bodies. 
Women in the U.S. often express dissatisfaction with their body size and image 
(Galgan & Mable, 1986; Hallinan, 1991) and are more likely to feel negatively about their 
bodies than do men (Rozin & Fallon, 1988). Men's preferences for slender female 
physiques were a possible reason as was pressure for women toward the pursuit of thinness 
(Cohn & Adler, 1992). The reasons why people distort images of their bodies may be 
because they implicitly compare themselves with fashion or media models and other 
cultural imagery of bodies that aboimd in beauty contests, sports events, calendars, and 
even toys (e.g.. Barbie) (Kaiser, 1997). 
Using a sample of female undergraduates, Davis (1985) found that a discrepancy 
between perception of actual and ideal body build created dissatisfaction with body build. 
Overweight individuals were more likely to be dissatisfied with their body image, whereas 
underweight individuals tended to have more positive feelings about their body (Cash & 
Green. 1986). Chen and Swalm (1998) found that the thinner American and Chinese 
females perceived themselves, the more satisfied they were with their body shape. This 
indicated that thinness was viewed as the ideal female beauty for both American and 
Chinese females. 
Researchers have proposed that there is a close linkage between body image and 
dress (Broby-Johansen, 1968; Fisher, 1986; Wilson, 1985). Clothes may be perceived as 
part of or an extension of body image and as a second skin that not only links the body-self 
to the outside environment, but also separates the body and self (Wilson, 1985). Dress as 
extension of the body suggests symbolic meanings of dress. Attitude toward the body may 
influence an individual's attitudes toward and involvement in dress and the clothing styles 
an individual chooses to wear. Body satisfaction and body cathexis were two commonly 
used exchangeable concepts that used in the research of body image. Body satisfaction was 
found to have implications for grooming practices (Rook, 1985). However, Littrell, 
Damhorst. and Littrell (1990) and Davis (1985) found little relationship between body 
cathexis and interests in dress among adolescents. Further elucidation to clarify and define 
this relationship among other age and ethnic or cultural groups is necessary. Little 
empirical research has been conducted to provide evidence of how body perception and 
dress are related. 
An individual's dressed and groomed body is a presentation and extenuation of self. 
Although an individual has the mental picture of what his or her body is like, this "image" 
is not only built up fi-om what he or she can see and feel of the body, but also from others' 
feelings and perceptions about his or her body and from traditional cultural concepts about 
the body. An individual's body cannot be isolated from his or her social-cultural situation. 
In addition, an individual's body image always expresses and relates to social image and 
social order (Polhemus, 1978; Sydie, 1992). The body "is a cultural artifact, the result of 
social modification" (Kasulis, 1993, p. ix). Therefore, body image is socially and culturally 
defined. The social-cultural stereotype of physical beauty reveals that there are certain 
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ideal images and aesthetic standards in judging physical beauty. Different images and 
standards of body beauty influence an individual's perception and evaluation of his or her 
own body. 
Asian and U. S. cultures have different concepts of body perceptions, ideals, and 
evaluation. For example, traditional Asian concepts of the body emphasize the 
inseparability, correlativity, and oneness of body-mind that is achieved through personal 
self-cultivation (Nagatomo, 1992). A traditional Chinese understanding of the body does 
not focus on the physical properties but upon the vital energy spheres (i.e., Ch'i) that 
compose the person and that are ultimately related to the cosmos. Unlike the spirittial 
approach of the Asian body concept, U.S. cultures emphasize the materialization of the 
body that focuses on the physical properties such as pulse, breath, organs and fimctions, 
and seperateness of body from mind and the material self from the spiritual and mental self 
(Sheets-Johnstone, 1992). How do these cultural differences influence an individual's body 
cathexis and body image? Will these cultural differences be retained when an individual 
moves to a new culture? Will immigrants reformulate their body image and change their 
body cathexis due to their contact with the new culture that has a different standard of body 
beauty from the original culture? 
Thinness for females and tallness for males are the most shared standards for beauty 
across contemporary Chinese and U. S. cultures. The ideal for men in U.S. culture appears 
to be about 6'2" and above ("Heightism," 1996). Because of this ideal height for males 
within the majority culture, Chinese male immigrants who are shorter on the average are 
disadvantaged ("Heightism," 1996) and may have greater body dissatisfaction in U. S. 
culture. The emphasis on body parts (e.g., large breast size) for the standards of female 
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physical attractiveness in U.S. culture may have a negative impact on female Chinese 
immigrants' body image and body cathexis. Weiss (1974) suggested that Asian women are 
judged as more attractive by white standards of femininity, whereas Asian men do not fare 
well by white standards of masculinity. It is predicted that Chinese American women will 
be more satisfied with their bodies than Chinese American men will be. Further research is 
needed to explore the cultural influence on immigrants' body image and body cathexis and 
to examine the possible implications of body image and body cathexis for physical beauty 
standards, appearance management, and involvement in dress. 
Aesthetics for Appearance 
"Aesthetics is the study of human response to the non-instrumental quality of the 
object or event; specifically, aesthetics addresses the activated internal processes, the object 
or event's multi-sensory characteristics, and the psychological and socio-cultural factors 
affecting the response of the creator or appreciator to the object or event" (Fiore et al., 
1996). Reviewing the definitions of aesthetics across different fields such as cultural-
anthropology, history, sociology, psychology, and consumer behavior, I concluded that the 
main themes of definitions of aesthetics were: (1) aesthetics deals with what is beautiful, 
pleasurable, valuable, arousing, and affecting; (2) aesthetics involves intellectual activities 
such as creating, perceiving, understanding, responding, judging, or evaluating; and (3) 
aesthetics incorporates objects, person, and process. 
Appearance (e.g., physical attractiveness) is the most visual attribute in our 
everyday lives. Dion, Berscheid, and Walster (1972) noted a social stereotype: "What is 
beautifiil is good" (p. 285). This social stereotype states a belief that more physical 
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attractive people are perceived to have a more socially desirable personality, to be happier, 
and to be more successful than people who are less physically attractive (Berscheid & 
Walster, 1974; Landy & Sigall, 1974; Morse, Reis, Gruzen, & Wolff, 1976; Thurston, 
Lennon, & Clayton, 1990). This social stereotype also reveals that there are certain 
aesthetic perceptions in judging physical beauty that have varied over time and in 
geographic locations according to various factors men and women have learned to 
manipulate. 
Historical Perspectives 
Just as people's manners and fashionable clothing style are constantly changing, 
people's ideals of what is an attractive person are constantly changing. There are historical 
variations in "ideal" body types through different time periods. Changes of the ideal image 
of the body in U.S. society are usually associated with apparel fashion change (Danielson, 
1989; Fallon, 1990). 
Throughout fashion history, the ideal body figure and fashion silhouette had a 
salient relationship (Danielson, 1989). Examples include: women's bustles, corsets, hoops 
and padded bras to modify and enhance body shapes, and men's or women's tall 
headdresses, high heels and shoulder pads to camouflage and enhance body appearances. 
Buckley and Haefher (1984) pointed out that fashion models can use attire to manipulate 
their physical attractiveness. Although women have not worn bustles and unhealthy corsets 
for a long time, they do not stop to struggle for pursuing ideals of body appearance. Women 
still direct their body appearance to the social ideal of physical body beauty through various 
means such as cosmetic surgery, exercise, diet, and dress. Apparel is a relatively fast and 
temporar>' method that can immediately alter one's body to a different appearance. 
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Socio-cultural Perspectives 
Aesthetic standards are relative to context and culture and are perceived and learned 
in a cultural context. People's judgment of what is beautiful and what is attractive are 
closely linked to cultural values and context. There is a significant trend toward a social 
ideal of thinner beauty in the United States (Gamer, Garfinkel, Schwartz, & Thompson, 
1980). Gamer et al. (1980) documented and quantified data from Playboy centerfolds and 
Miss America Pageant contestants for over 20 years (1959-1978). The pageant winners 
tend to be thinner than other contestants. The findings of Gamer et al. (1980) also indicated 
that while the magazine centerfolds, pageant participants, and female models have been 
getting thinner, the average women of a similar age have become heavier. Freedman (1986) 
also found that the Playboy centerfolds have grown slimmer every year since the magazine 
began. Mazur (1986) indicated that although the Playboy centerfolds' breasts remained 
large, the centerfolds have become increasing linear—taller, leaner, and nearly hipless. 
Women's images in commercial or media also reflect and influence the social ideals 
of body shape and size. Silverstein, Peterson, and Perdue (1986) sampled female figures in 
advertisements from Vogue and Ladies Home Journal from 1890 to 1981. The results 
showed that the linear look of 1925 was replaced by more curvaceousness during 1930 to 
1950. and then was followed by a gradual decline in curvaceousness. 
Davis (1985) conducted an empirical study by using a convenience sample of 91 
female undergraduates. Average age of the respondents was 20 years old. The findings 
indicated that female undergraduates perceived the ectomorpbac build as the ideal body in 
terms of size. The results supported the social stereotype of thin female physique as most 
socially desirable in the U.S. 
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The increasing social pressures on women to be slim and the interaction between 
cultural ideals for beauty and success have been hypothesized to be related to and promote 
the recent increase in eating disorders such as anorexia nervosa (Boskind-LodahJ, 1976; 
Palazzoli, 1974). For achieving the social ideal of body beauty, practices such as plastic 
surgery (e.g., nose jobs, face lifts, tummy tucks, breast augmentations, collagen-plumped 
lips, liposuction-shaped ankles, calves, and buttocks) and body reducing businesses have 
expanded greatly ("Popular plastic surgery," 1990). 
Gender Piflerences 
Gender has a salient influence on perception of physical attractiveness (Harrison & 
Saeed, 1977; Jackson, Sullivan, & Hymes, 1986, Nevid, 1984). Patzer (1985) pointed out 
that since there are inherent biological differences, some dimensions of physical 
attractiveness are not really comparable between males and females. Fallon (1990) 
indicated that genetic differences (Symons, 1979) or persistent biases in 20**" century 
socialization (Hesse-Biber, Clayton-Mathews, & Downey, 1987) are the reasons why it is 
more important for women to suit the culture's image of a beautiful body. A study of 190 
tribal societies found that the physical attractiveness of women received more explicit 
consideration than did the physical attributes of men (Ford & Beach, 1951). The findings 
of Jackson et al. (1986) indicated that college women were more interested in changing 
their physical appearance than were college men. 
Some differences as well as similarities were found in previous research of male 
and female assessments of physical attractiveness. In the 1960s in the U.S., men generally 
preferred women with slightly oversized breasts, medium to slightly small buttocks, and 
medium-sized legs (Wiggins, Wiggins, & Conger, 1968). Gitter, Lomranz, Saxe, and Bar-
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Tai (1983) pointed out that males preferred an hourglass figure in females. Similar findings 
were found in studies by Beck, Ward-Hull, and Mclear (1976) and Lynn and Shurgot 
(1984). They both found that males and females preferred moderate-sized bodies. 
Lavrakas (1975) and Wiggins et al. (1968) revealed that females preferred a v-shaped 
figure in males. 
Budge (1981) found some differences as well as similarities in male and female 
judgements for others' physical attractiveness. Men judged six body characteristics as 
significantly important in assessing female physical attractiveness: (1) weight or weight 
distributions, (2) face, (3) height, (4) hands, (5) figure, and (6) teeth. Six significantly 
important dimensions for women in assessing female physical attractiveness were: (1) 
weight or weight distribution, (2) face, (3) facial complexion, (4) legs/height, (5) hands, and 
(6) face profile. In men's judgments of male physical attractiveness, six components were 
considered as significantly important: (1) face/features, (2) weight/weight distribution, (3) 
hair, (4) body profile, (5) shoulders/arms, and (6) height/voice. Six factors were judged as 
significantly important for women in evaluating male physical attractiveness: (1) face, (2) 
weight/weight distribution, (3) legs, (4) shoulders/arms, (5) complexion/hands, and (6) 
hair/head. 
Franzoi and Herzog's (1987) results revealed that there was substantial agreement 
in male and female judgments of physical attractiveness. There were only three body items 
that men and women assessed differently in judgment of female attractiveness: sex drive, 
sex organ, and sex activities. Men judged these items as more important. Women judged 
body scent, physical stamina, buttocks, appearance of eyes, legs, and health to be more 
important when assessing a male's attractiveness. 
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The resuhs of Jackson et al. (1986) showed that college women judged all physical 
characteristics except height as more important than did college men forjudging others' 
physical appearance. Similar results were found in Cheng's (1994a) study of American and 
Chinese college students. In judging men's and women's physical attractiveness, both 
American and Chinese female college students tended to evaluate body items as more 
important than did American and Chinese college males in judging male and female 
physical attractiveness. 
Beauty Standards in the U.S. 
Adams and Crossman (1978) found that body beauty in American advertisements 
focused on hair, skin, smell, & physique. Keating (1985) pointed out that the typical 
prescription for "beauty" in U.S. culture is large eyes with thin and arched brows. Freeman 
(1986) indicated that the U.S. standards of ideal beauty in the late 20"' Century were: 
thinness, attractiveness, & fitness. Body size and weight were the most important aspects 
of physical attractiveness (Cash, 1990). 
In recent qualitative research conducted by Parker et al. (1995), beauty ideals 
among white U.S. adolescents concentrated on physical appearance, physical attributes 
(facial feature, body shape, body size, and hair), physical beauty, and being physically 
perfect. On the other hand, beauty ideals among African American adolescent females 
were more focused on personality (e.g., humor, not conceited), qualities (e.g., know his/her 
culture, wisdom, smart, intelligent, moral), interpersonal affinity (e.g., getting along with 
others, easy to talk to, fiin to be with), attitudes, acceptance of oneself, being natural, and 
movement. Leeds (1994) also reported that yoimg African American females valued 
natural beauty and hard work. These findings provided evidence that standards of physical 
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beauty held by some non-white groups did not only focus on the preferences for particular 
physical components but also related to the preferences for personality characteristics 
(Morse, Gruzen. & Reis, 1974; Thakerar & Iwawaki, 1979). The finding of Parker et al. 
(1995) revealed that different ethnic groups have different beauty ideals even living within 
the same environment such as the U.S. The differences between ethnic groups may stem 
from the fact that different cultures hold different traditions and values as important. 
Cross-cultural Perspectives 
Early researchers indicated that there is no universal agreement on the standards of 
physical beauty among 38 societies (Ford & Beach, 1951). Cross-cultural differences were 
also found in later empirical investigations (Cross & Cross, 1971; Morse, Reis, Gruzen, & 
Wolff, 1976; Thakerar & Iwawaki, 1979; Wagatsuma & Kleinke, 1979). However, other 
researchers reported that cross-cultural agreement existed in general physical attractiveness 
judgment (Gitter et al., 1983; Keating, Mazur, & Segall, 1981). 
For individuals moving between cultures, their concept of beauty ideal may be 
influenced by both the standards of native and new cultures. Fumham and Alibhai (1983) 
conducted a cross-cultural study comparing preferences for various body shapes among 
Kenyan Asians, Kenyan British, and British white females. The purpose was to investigate 
whether residence in another culture can cause a change in perception of what is ideal in the 
direction of the "adopted culture." The findings indicated that there was relatively little 
disagreement in what any of the three groups found most attractive for body figures. What 
was different was how negatively they viewed the obese figures. The British white females 
judged and described the obese figures most negatively, followed by the Kenyan British 
females. The Kenyan Asian females judged them least negatively. The findings of 
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Fumham and Alibhai (1983) suggested that an individual's perception of what is ideal 
beauty or acceptable appearance might change to conform to the "adopted culture" after the 
individual resides in another culture. 
What becomes the ideal is affected by culture. Fallon (1990) claimed that: 
Identification with one's cultural group (whether it be native or adopted) is 
important in the individual's perception of what is ideal. It also plays a role in the 
importance that the individual places in the match of his/her own body with the 
ideal. It follows that the more pressure an individual feels to conform to a shape 
that is different from his/her own, the more steps he/she will take to reduce this 
difference, whether it be by dieting, purging, or surgery, (p. 96) 
Differences in perceptions of aesthetics between U.S. and Chinese cultures appear 
to influence differences in perceptions of physical beauty between American and Chinese 
college students residing in the U.S. (Cheng, 1994a). Chinese students tend to attach more 
importance to fiinctional body characteristics (e.g., reflexes, agility, and stamina) when 
judging male and female physical attractiveness, whereas U.S. students tend to attribute 
more importance to the object parts (e.g., face, chest, legs, waists). Similarly, Chinese and 
Indian women place more importance on psychological traits (e.g., intelligence, kindness, 
and confidence), whereas English women pay more attention to physical traits (e.g., eyes, 
hair, and height) when determining males' attractiveness (Thakerar & Iwawaki, 1979). 
Little systematic work has been conducted on historical or current aspects of body 
image in non-European countries. The U.S. and Chinese cultures were found to have 
different standards for technical and aesthetic viewpoints of art works and fashions 
(Rowland, 1964; Sullivan, 1989). European art and fashion tend to emphasize the 
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importance of object, form, or shape, while Chinese art and fashion tend to highlight the 
importance of modesty, moral principles, and ethics. Zehou (1991) indicated that: 
Chinese aesthetics, like Chinese philosophy, stress not cognition or imitation, but 
emotion and experience. So the Chinese pay less attention to the object and 
substance and more to function, relationship and rhythm, (p. 74) 
Unlike European art emphasizing a material form, Chinese art has rarely focused on 
the organic or athletic nature of the body as an object of physical loveliness (Rowland, 
1964). The spiritual body concept was recognized as the most characteristic Chinese 
artistic expression. Bodies are essentially immaterial, defined by vitalized linear rhythms 
and restless movement (Rowland, 1964). 
Chinese aesthetic concepts can also be observed in the illustration of humans and 
traditional costume. Compared to the sculptural illustrations of human forms and costiunes 
in European art that use lines and shapes to represent the three-dimensional nature of the 
object. Chinese illustrations emphasize functional aspects of vivacity, life and rhythm. The 
principles of a successful illustration of person and costume include ch'i (the vital spirit or 
psychic energy), harmony, liveliness, and movement. Physical p>osture showing the 
direction of body movement is important in expression of Chinese aesthetics of clothing. 
Successful illustration of human forms and costume must reflect the rhythm and continuous 
ch'i inside the body to achieve the state of total harmony. 
The rise of global communication in the 20th century has resulted in more uniform 
standards of both fashion and physical beauty through the world than existed in earlier 
times (Mazur, 1986). Global communication has resulted in a preference for American 
standards (Berschield & Walster, 1974; Gitter, Lomranz, Saxe, & Bar-Tai, 1983). However, 
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variations still exist in aesthetic preferences and definitions of beauty among diverse 
cultures. For example, when considering color preference for leisure wears, Taiwanese 
respondents preferred bright colors, while U.S. respondents preferred dark colors (Hsiao & 
Dickerson, 1995). Similar results were also found in a study by Saito (1994) who found 
that vivid blue and white were the colors most often liked by Chinese students. The 
Chinese students' color preferences reveal many connotations of color which are related to 
Chinese cultural preference for harmonious relationships with nature and the power of life 
(e.g., ch'i, liveliness). 
Chinese consumers tended to emphasize the aesthetic dimension of apparel 
purchases more than did U.S. consumers (Tse, 1996). Tse (1996) suggested that Chinese 
consumer emphasis on the aesthetic dimension may be product-specific and may depend on 
the personal wealth of consumers. In addition, it may be motivated by the need for social 
status and social identity. Previous research also suggested that Chinese consumer 
purchasing and wearing of expensive cosmetics and fashion were to achieve self-esteem 
and superior social status in the eyes of their peers (Cheng, 1994b). Further research 
should be conducted to reveal the explanation of these differences. 
Involvement in Dress 
Involvement was defined as "the level of perceived personal importance and/or 
interest evoked by a stimulus" (Mowen, 1995, p. 78) or "a state of motivation, arousal, or 
interest" (Rothschild, 1984, p. 214). Zaichkowsky (1985) defined involvement as a 
person's perceived personal relevance of an object based on inherent needs, values and 
interests. The concept of involvement is crucial for understanding consumer's information 
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processing, decision-making process, and attitude formation and change (Costly, 1988). 
The level of perceived personal importance may be aroused by the characteristics of the 
product, the communication, the situation, and the consumer's {jersonality (Antil, 1984). 
Researchers have indicated the multi-dimensional characteristic of involvement and 
identified four dimensions ~ self-expressive importance, hedonic importance (i.e., 
pleasure), practical relevance, and purchase risk (Higie & Feick, 1989; Jain & Srinivasan, 
1990; Jensen, Carlson, & Tripp, 1989). The type of product, the consumer's characteristics, 
and the situation of end use will determine the importance of each involvement dimension 
(Bloch & Richins, 1983; Zaichkowsky, 1986). Degree of involvement was suggested to 
have consequences in consumer's information processing, purchase, consumption, and 
experiences (Poiesz & Cees, 1995). 
"Fashion involvement," "interest in dress," and "clothing interest" were the 
interchangeable terms for involvement in dress frequently used in previous research 
associated with apparel products (Casselman-Dickson & Damhorst, 1993; Fairhurst, Good 
& Gentry, 1989; Littrell, Damhorst, & Littrell, 1990). However, it is important to 
distinguish fashion involvement from other dimensions of involvement because fashion is 
only one dimension of apparel involvement (Kim, Damhorst, & Lee, 1999). Previous 
research identified interest in dress as a multi-dimensional construct that described an 
individual's concern with, attention to and expenditure of time and money on apparel 
(Creekmore, 1963; Gurel & Gurel, 1979; Littrell et al., 1990). Gurel and Gurel (1979) 
identified five dimensions as the central components of interest in dress — concern with 
personal appearance, experimentation with appearance, heightened awareness of clothing, 
enhancement of personal security, and enhancement of individuality. Conformity, comfort. 
and modest>' are the other types of clothing interest that they considered as personal factors. 
Behling (1999) intended to develop a scale that is not age dependent to measure 
multifaceted involvement (e.g., pleasure, risk and importance of a product) with fashion or 
clothing goods. She selected 36 attitudinal or behavioral statements that were identified as 
"experimenting with appearance," "clothing as enhancement of security," and "clothing as 
enhancement of individuality" from the instrument developed by Gurel and Gurel (1979) to 
represent the dimensions of pleasure, risk and importance for clothing or fashion 
involvement. The factor analysis yielded a single-factor, eight-item scale that consisted of 
experimenting and individuality items. This scale was limited to "fashion" involvement 
rather than general apparel involvement. 
Involvement in dress relates to values, reflects attitudes, and determines behavioral 
outcomes of appearance management and dress practices. Creekmore (1963) and Sharma 
(1980) found correlations between clothing interests and six personal values (i.e., 
theoretical, economic, aesthetic, social, political, and religious values). For example, 
individuals who were selfless and concerned about others were more concerned about 
conformity of dress because they may want to appear similar to others (Creekmore, 1963; 
Sharma, 1980). Individuals who were anxious for acceptance and approval by others were 
more likely to choose clothing that enhanced personal security or self-concept (Lapitsky, 
1961). Individuals who were highly concerned about the aesthetic aspects of clothing were 
more independent-minded, enthusiastic, and individualistic (Sharma, 1980). Creekmore 
(1963) and Sharma (1980) found that individuals' aesthetic values were positively 
associated with decoration and enhancement of personal appearance. 
Few demographic differences were found in previous research. Gender and age 
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were demographic characteristics that related to fashion or dress involvement. Women 
were found to be more involved in fashion (Tigert, Ring, & King, 1976) and apparel 
(Laurent & Kapferer, 1985) than were men. Younger individuals were found to be more 
involved with jeans (Clark & Belk, 1979; Zaichkowsky, 1985). These results imply that 
product category and consumer characteristics highly influence apparel involvement. Little 
research has been conducted to investigate other demographic characteristics such as 
ethnicity in relation to dress involvement. 
Research Hypotheses 
The goal of Hypotheses 1 through 4 is to determine whether acculturation level has 
an effect on the participants' body image, beauty ideal, and dress involvement. How each 
hv^pothesis stems from previous research is explained. A model of the research design, 
portraying the predicted relationships between individual's acculturation level and value 
orientation, body image, beauty ideal, and dress involvement is shown in Figure 2.1, 
following the hypothesis statements. 
The second part of this section presents Hypotheses 5 to 7. The goal of this set of 
Hypotheses was to investigate the effect of value orientation with regard to body image, 
beauty ideal, and dress involvement. How each hypothesis stems from previous research is 
explained. A model of the research design, portraying the predicted relationships between 
individual's value orientation and body image, beauty ideals, and dress involvement is 
showTi in Figure 2.2, following the hypothesis statements. 
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Hypothesis Statements 
The effect of acculturation 
Because individuals acculturated to U.S. culture would be inclined to value 
individuality, independence, competitiveness, and equality (Markus & Kitayama, 1991; 
Triandis, 1996), the following hypotheses were formulated: 
H1: More acculturated individuals will place more importance on individualistic values, 
whereas less acculturated individuals will assign more importance to collectivistic 
values. 
HI a; More acculturated individuals will place more importance on individualistic 
values than will less acculturated individuals. 
Hlb: Less accultxirated individuals will assign more importance to collectivistic values 
than will more acculturated individuals. 
Hlc: More acculturated individuals will place more importance on horizontal 
individualism than will less acculturated individuals. 
Hid; More acculturated individuals will place more importance on vertical 
individualism than will less acculturated individuals. 
Hie; More acculturated individuals will place more importance on horizontal 
collectivism than will less acculturated individuals. 
H1 f; More acculturated individuals will place more importance on vertical collectivism 
than will less acculturated individuals. 
Individuals acculturated to U.S. culture have been found to indicate greater 
emphasis on the importance of the body (Cheng, 1994a; Parker et al., 1995; Shets-
Johnstone, 1992), desire for body change (Allure, 1992; "Popular Plastic Surgery," 1990), 
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and body dissatisfaction (Galgan & Mable, 1986; Hallinan. 1991). Therefore, the following 
hypotheses were formulated: 
H2: More acculturated individuals will indicate greater emphasis on the importance of the 
body and desire for body change, whereas less accultiuated individuals will indicate 
greater body satisfaction and more positive body attitude. 
H2a: More acculturated individuals will indicate greater emphasis on importance of the 
body than will less acculturated individuals. 
H2b: More acculturated individuals will indicate greater desire for body change than 
will less acculturated individuals. 
H2c: Less acculturated individuals will indicate greater body satisfaction than will more 
acculturated individuals. 
H2d: Less acculturated individuals will indicate more positive body attitude than will 
more acculturated individuals. 
Because individuals acculturated to U.S. culture would ascribe more importance to 
physical parts of appearance when assessing attractiveness (Cheng, 1994a; Rowland, 1964; 
Thakerar & Iwawaki, 1979; Zehou, 1991), the following hypotheses were formulated: 
H3: More acculturated individuals will attribute more importance to physical parts 
appearance when assessing attractiveness, whereas less acculturated individuals will put 
more emphasis on behavioral and psychological traits. 
H3a: More acculturated individuals will attribute more importance to physical parts of 
appearance when assessing female beauty than will less acculturated individuals. 
H3b: More acculturated individuals will attribute more importance to physical parts of 
appearance when assessing male attractiveness than will less acculturated 
individuals. 
H3c: Less acculturated individuals will put more emphasis on behavioral and 
psychological traits when assessing female beauty than will more acculturated 
individuals. 
H3d: Less acculturated individuals will put more emphasis on behavioral and 
psychological traits when assessing male attractiveness than will more 
acculturated individuals. 
Individuals acculturated to U.S. culture would be inclined to value individuality, 
independence, and uniqueness (Markus & Kitayama, 1991; Triandis, 1996), aesthetics (Tse, 
1996), conformity (Schwartz, 1992), and modesty (Rowland, 1964; Sullivan, 1989). 
Accordingly, the following hypotheses were formulated: 
H4: More acculturated individuals will be more involved in individuality in dress, whereas 
less acculturated individuals will have greater involvement in aesthetics, conformity 
and modesty in dress. 
H4a: More acculturated individuals will be more involved in individuality in dress than 
will less acculturated individuals. 
H4b: Less acculturated individuals will have greater involvement in aesthetics in dress 
than will more acculturated individuals. 
H4c: Less acculturated individuals will have greater involvement in conformity in dress 
than will more acculturated individuals. 
H4d: Less acculturated individuals will have greater involvement in modesty in dress 
than will more acculturated individuals. 
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The effect of cultural value orientation 
In accordance with Allure (1992), Cheng (1994a), Galgan and Mable (1986), 
Hallinan (1991), Parker el al. (1995), "Popular Plastic Surgery" (1990), and Shets-
Johnstone (1992), individualist individuals would emphasize importance of the body, desire 
for body change, and body dissatisfaction. The following hypotheses were formulated: 
H5: More individualistic individuals will indicate greater emphasis on importance of the 
body and desire for body change, whereas more collectivistic individuals will indicate 
greater body satisfaction and body attitude. 
H5a: More individualistic individuals will indicate greater emphasis on importance of 
the body, whereas more collectivistic individuals emphasize less importance of 
the body. 
H5b; More individualistic individuals will indicate greater desire for body change, 
whereas more collectivistic individuals will indicate less desire for body change. 
H5c: More collectivistic individuals will indicate greater body satisfaction, wheresis 
more individualistic individuals will indicate less body satisfaction. 
H5d: More collectivistic individuals will indicate more positive body attitude, whereas 
more individualistic individuals will indicate less positive body attitude. 
Western (i.e., individualistic) art would emphasize a material form, whereas 
Chinese (i.e., collectivistic) would pay less attention to the object and substance and more 
to function and relationship (Rowland, 1964; Zehou, 1991). Cheng (1994a) and Thakerar 
and Iwawaki (1979) found that individualistic individuals in the U.S. culture would 
attribute more importance to material forms (i.e., physical parts of appearance) when 
assessing beauty and attractiveness. Therefore, the following hypotheses were formulated: 
50 
H6: More individualistic individuals will attribute more importance to physical parts, 
whereas more collectivistic individuals will put more emphasis on behavioral, and 
psychological traits. 
H6a; More individualistic individuals will attribute more importance to physical parts 
when assessing female beauty, whereas more collectivistic individuals will 
attribute less importance to physical parts. 
H6b: More individualistic individuals will attribute more importance to physical parts 
when assessing male attractiveness, whereas more collectivistic individuals will 
attribute less importance to physical parts. 
H6c; More collectivistic individuals will put more emphasis on behavioral and 
psychological traits when assessing female beauty, whereas more individualistic 
individuals will put less emphasis on behavioural and psychological traits. 
H6d; More collectivistic individuals will put more emphasis on behavioral and 
psychological traits when assessing male attractiveness, whereas more 
individualistic individuals will put less emphasis on behavioral and psychological 
traits. 
In accordance with Markus and Kitayama (1991), Schwartz (1992), Triandis (1996), 
and Tse (1996), individualistic individuals would be inclined to value individuality, 
independence, and uniqueness, but de-emphasize aesthetics, conformity, and modesty. 
Therefore, the following hypotheses were formulated: 
H7: More individualistic individuals will be more involved in individuality in dress, 
whereas more collectivistic individuals will be more involved in aesthetics, conformity 
and modesty in dress. 
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H7a: More individualistic individuals will be more involved in individuality in dress, 
whereas more collectivistic individuals will be less involved in individuality in 
dress. 
H7b: More collectivistic individuals will be more involved in aesthetics in dress, 
whereas more individualistic individuals will be less involved in aesthetics in 
dress. 
H7c: More collectivistic individuals will be more involved in conformity in dress, 
whereas more individualistic individuals will be less involved in conformity in 
dress. 
H7d: More collectivist individuals will be more involved in modesty in dress, whereas 
more individualistic individuals will be less involved in modesty in dress. 
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CHAPTER 3. METHOD 
This chapter describes the sampling procedures, measures, data collection 
procedures and the plan for data analysis used in conducting this research. There are four 
sections in this chapter: (1) instrument development, (2) definition of population and 
sample, (3) data collection procedures, (4) operationalization of variables, and (5) data 
analyses. 
This study was conducted in two phases. First, a focus group was enlisted to help in 
instrument development. Then a mail survey was conducted using the refined instrument. 
Definition of Sample 
Participants in the focus group were 20 immigrant Chinese Americans (10 men and 
10 women) recruited from the residents of a mid-size city in a Midwest state of the U.S. 
Participants in the mail survey were 209 Chinese American immigrants (84 men and 125 
women) recruited from Chinese American associations and Christian organizations in 
California, Illinois, Iowa, Maryland, Mirmesota, New Jersey, Wisconsin, and Utah. The 
criteria for immigrant Chinese-American respondents were: (1) individuals having culttiral 
affinity to either Taiwan, mainland China, or Hong Kong or having national origin in one 
of these three countries and cultural affinity to the U.S.; (2) male and female adults, at least 
18 years old; and (3) individuals who lived in the U.S. at least 2 years but who were not 
bom in the U.S. 
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Instrument Development 
The development of the instrument included the literature review and a focus group 
discussion. From the literature search, lists of potential dimensions of acculturation, 
cultural value orientations, body image, aesthetics for appearance, and dress involvement 
were compiled. Previously established instruments for assessing these dimensions/items 
were studied in detail and evaluated. Because the subjects for this research are immigrant 
Chinese Americans, the cultural adaptation of measures was considered. A focus group 
discussion was then conducted with Chinese Americans to establish the content validity of 
instruments in relation to body image, aesthetics for male and female appearances, and 
involvement in dress. 
Focus Group 
Prior to conducting the focus group, a human subjects approval form was filed to 
the Iowa State University Human Subjects Committee (Appendix B) with the attachment of 
questions for discussion and signed consent form (Appendix C). The cultural background 
of immigrant Chinese Americans who were not bom in the U.S. is different from the host 
U.S. culture, and the existing measurements developed in Western culture may not totally 
reflect Chinese Americans' perceptions of body, beauty and dress. To avoid cultural 
ethnocentrism that may have shaped previous existing instruments, the focus group was 
conducted for the purpose of providing a general description of attitudes toward the body, 
the definition of physical beaut>', and dress attitudes and behaviors of Chinese Americans. 
In addition, the wording and concepts used by the target population of this study was 
identified. The descriptive information provided from the discussion and the questionnaire 
was used to modify wording in existing instruments. 
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With regard to aesthetics for appearance, the focus group responses indicated that 
Chinese Americans had broader definitions of female beauty and male attractiveness than 
did white .Americans. The important items forjudging female beauty and male 
attractiveness included physical parts of appearance as well as behavioral and 
psychological traits. Participants' fiequently mentioned terms were used to modify the 
survey instruments. 
Revision of Existing Instruments 
Previously established, reliable instruments were chosen for assessing acculturation 
level, cultural value orientations, and body image. For the dress involvement and aesthetics 
of appearances measures, the previous instruments were modified based on an extended 
cross-cultural literature search, the results of focus group discussion, and feedback received 
from the researcher's committee members who were from more than one ethnic group. To 
avoid language barriers and misinterpretation, the questionnaire was presented both in 
English and Chinese side by side so that respondents could easily compare the meanings 
back and forth. Three bilingual experts fluent in both English and Chinese checked the 
questionnaire to assure the translation equivalence. 
Instruments 
A 17-page questionnaire, written in both Chinese and English, was developed 
specifically for this research. A copy of the questionnaire is included in Appendix A. 
Involvement measures 
The first section of the questionnaire is the measure of dress involvement that 
consisted of seven parts from A to G. Part A to part F were six dress involvement 
dimensions ~ fashion, comfort, conformity, modesty, individuality, aesthetics — that were 
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measured via the 10-item Personal Involvement Inventory (PII) developed by Zaichkowsky 
(1994). The PII includes 10 semantic differential scales measuring the motivation state of 
involvement through five affective (interesting, appealing, fascinating, exciting, and 
involving) and five cognitive (important, relevant, valuable, means a lot to me, and needed) 
items. Each PII dimension was scored by summing the 10 items for that dimension and 
dividing by 10. 
Zaichkowsky (1985) developed the Personal Involvement Inventory (PII) that 
utilizes a semantic differential scale of 20 context-free items measuring the motivation state 
of involvement. The reliability of the scale (Chronbach's alpha), ranged from .95 to .97. 
Munsen and McQuarrie (1987) criticized that the 20 items are redundant and the full scale 
is not needed. Zaichkowsky (1994) later reduced the PII to 10 items that included five 
affective (e.g., interesting, appealing, fascinating, exciting, and involving) and five 
cognitive (e.g., important, relevant, valuable, means a lot to me, and needed) items. This 
revision of PII was confirmed as a reliable measure applicable to involvement with product 
categories, with advertising effect variables, and with purchase situations (Zaichkowsky, 
1994). 
Part G of Section I included thirty-two belief and behavioral statements that 
corresponded to six dimensions of dress involvement (fashion, comfort, conformity, 
modest}', individuality, aesthetics). The measure consisted of 21 items from Gurel and 
Gurel (1979) and 11 items developed by the researcher. These statements were worded to 
avoid gender specific descriptions so that these items were suitable and comfortable for 
male respondents to consider. A 7-point Likert-type scale anchored from "strongly 
disagree" (1) to "strongly agree" (7) was used for assessing the 32 statements. 
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Beautv' ideals 
Section II of the instrument included two measures of beauty ideals, one for female 
beauty and one for male attractiveness. Each measure included 44 items related to physical 
appearance, behavioral characteristics, physical ftmctioning, and psychological traits. 
These items were compiled from literature review (Budge 1981; Cheng, 1994; Franzoi & 
Herzog, 1987; Paricer et al., 1995) and the focus group conducted in the earlier stage of this 
study. Participants were asked to assess relevance of the items forjudging beauty in 
women and attractiveness in men. A 7-point Likert-type scale anchored from "very 
unimportant" (1) to "very important" (7) was used for assessing the statements. 
Body satisfaction, importance, and desire for change 
Section III consisted of three measures that asked participants how they feel about 
their own body. Paxton, Wertheim, Gibbons, Szmukler, Hillier, and Ptervich (1991) 
indicated that the actual and varied attitudes that individuals hold about their bodies may 
not be fiilly captured in previous body satisfaction measures. Through corresponding 
qualitative and quantitative assessment. Ogle and Damhorst (2000) also found that the body 
satisfaction construct might not be accurately reflected in existing measures such as Cash's 
(1990) Body Area Satisfaction Scale. Therefore, multidimensional measures taping 
satisfaction, importance and desire for change were the three aspects of respondents' 
feelings about their own bodies investigated in this study. Each measure included 13 body 
area items rated on a 7-point Likert-type scale anchored from "agree" to "disagree" as 
developed by Ogle and Damhorst (2000). The satisfaction and importance measures were 
used to compute an attitude toward the body score in congruence with Fishbein and Ajzen's, 
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(1975) theory of reasoned action. Body Attitude score equaled the sum of Body 
Importance times Body Satisfaction. The formula for body attitude is: 
BA = I BI, BS, 
where 
BA = body attitude; 
BI, = importance of body area /; 
BS, = belief about satisfaction with body area /. 
Cultural values 
Section IV of the questionnaire consisted of two measures of cultural value 
orientations for assessing respondents' individualism and collectivism. Items were (a) 29 
belief and behavioral items from the study of Singelis et al. (1995) and (b) eight scenarios 
from the measure designed by Triandis et al. (1998). The two measures were used to 
investigate convergent validity and to avoid the confounding awareness of social 
desirability that is likely to occur in responses to belief items (Triandis et al., 1998). 
The Singelis et al. (1995) belief statements included 15 items related to individualism and 
14 items related to collectivism. A 7-point Likert-type scale, ranging from "strongly 
disagree" (I) to "strongly agree" (7), was used to gather respondents' level of agreement or 
disagreement with each value statement. The Triandis et al. (1998) scenarios measure 
presented a series of multiple-choice items. Each scenario had a four-choice response 
format that represented four cultural constructs: Horizontal Individualism (HI), Horizontal 
Collectivism (HC), Vertical Individualism (VI), and Vertical Collectivism (VC). Each 
answer equaled one point in assigned construct. 
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Acculturation 
Section V was a modification of tlie Acculturation Rating Scales for Mexican 
Americans (ARSMA-II) (Cuellar et al., 1995). The ARSMA-U is a 33-item scale that 
covers (1) language use and preference, (2) ethnic identity and classification, (3) cultural 
heritage and ethnic behaviors, and (4) ethnic interaction. Three items that related to food 
preference and involvement in ethnic activities were added because they were found to be 
important factors in a study of Chinese Americans (Suinn, Ahuna, & Khoo, 1992). 
ARSMA-U (Cuellar et al., 1995) is behavioral and attitudinal in nature, including 
the measure of amount of direct and indirect contact with the host and native cultures and a 
measure of cultural identity. The internal consistencies found by Cuellar et £d. (1995) 
ranged from .81 to .88 (Cronbach's alpha). The stability of the measure was checked, and 
the test-retest coefficient was .96. Two subscales entitled Anglo Orientation Scale (AOS) 
and Chinese Orientation Scale (COS) comprised the measure. AOS consisted of 13 self-
rating items. COS was composed of 20 self-rating items. An additive acculturation score 
that represented an individual's situation along a continuum from very Chinese oriented to 
very Anglo oriented was computed by subtracting the COS mean from AOS mean: 
(Acculturation Score = AOS [mean] - COS [mean]). Acculturation scores represented an 
individual's score along a continuum from very Chinese oriented (mean = -6) to very Anglo 
oriented (mean = 6). 
Besides the one dimensional score of acculturation, a two culture matrix model of 
acculturation (AOS vs. COS) was also developed to describe participants' acculturation 
characteristics by using the two-dimension classification described by Keefe and Padilla 
(1987). 
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Demographics 
Part VI asked for demographic and personal data including age, birthplace, gender, 
marital status, education level, years lived in the U.S., school attendances in the U.S., 
spouse's or partner's ethnicity, residency status, occupation, and actual and ideal height and 
weight. 
Data Collection Procedure 
Prior to distributing the survey to participants, a human subjects approval form was 
completed and submitted to Iowa State University Human Subjects Review Committee 
(Appendix B). Cover letters, script for telephone contact, and reminder post card were 
prepared for serving as a communication bridge between the researcher and the respondents 
to the survey instrument (Appendix C). 
Modified, informed consent was acquired through the use of a letter to respondents. 
The cover letter included motivational elements to attract the recipients to participate in the 
study. The motivational information provided in the cover letter included (1) explanation 
of the purpose of the research, (2) directions for filling out the instrument, (3) request of 
respondents' cooperation, (4) assurance of confidentiality, and (5) expression of the 
researcher's gratitude. 
Telephone Screening 
Before actual administration of the questionnaire, telephone screening was used to 
increase the response rate by validating potential respondents' names and addresses and to 
ascertain willingness to participate in the study. To extend the sample and enhance 
response rates, some enthusiastic participants were asked to distribute questionnaires to 
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their friends in the areas in which they lived and to collect and mail the completed 
questionnaires back to the researcher. A confidential listing of participant names and 
questionnaire numbers was then compiled and maintained by the researcher for verifying 
those participants who had and had not retximed a completed questionnaire. 
Mailing Procedure 
A portion of the procedures recommended by Salant and Dillman (1994) were 
followed to administer the questionnaires: (1) initial mailing of the questionnaire after 
phone screening, (2) reminder postcard sent to all respondents, and (3) replacement 
questionnaire mailed to all non-respondents. Each research packet included a cover letter, a 
survey booklet, and a return envelope. The return envelopes were self-addressed, and 
included pre-paid postage to facilitate ease of participation. Approximately two weeks 
after the initial mailing of questionnaires, follow-up phone calls were made to those 
participants who were willing to distribute questionnaires to their friends. Reminder post­
cards were mailed to the rest of participants who failed to return the questionnaires 
approximately three weeks after the initial mailing of questionnaires. 
Operationalization of Variables 
This section presents the results of the factor analyses for the measures of cultural 
value orientations, body image, aesthetics for appearances, and dress involvement. Brief 
description of each variable was provided. 
Data Reduction - Factor Analyses 
Factor analyses were performed to identify structures of multi-item measures, to 
reduce number of variables to test (data reduction), and to enhance reliability of variable 
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measures. Principle components factor analyses with varimax rotation were performed 
separately on cultural value orientations, body image (i.e., body satisfaction, body 
importance, body change), aesthetics of appearance (female beauty, male attractiveness), 
and dress involvement items. The factor analyses were conducted for male and female 
respondents separately in each measure. The results indicated that there were many 
similarities between male and female respondents, making it appropriate and meaningiul to 
combine all respondents together in factor analyses across those variables. 
The criterion for factor extraction was Cattell's scree test (1966) in combination 
with the Kaiser's eigenvalue rule (DeVellis, 1991). DeVellis (1991) warned that too many 
factors were generally extracted by the eigenvalue rule alone. The factors above the 
"elbow" of the vertical and horizontal axis were retained because these explain most of the 
variance. In the final extraction, items loading .50 or higher in one factor and less than .30 
in other factors were retained. 
After identifying the multi-item factors of cultural value orientation, body image, 
beaut>' ideal, and dress involvement, reliability was tested for combining items in each 
factor by using coefficient alpha (Cronbach, 1951). A minimum value of 0.70 was the 
acceptable level as recommended by psychometric experts (Nunnally, 1994). The items 
retained in a factor were sununed and divided by numbers of items in each factor to 
compute a factor mean score for each respondent. 
Cultural value orientations 
The preliminary factor analysis of the cultural value orientation items suggested 
eight possible factors with eigenvalues greater than 1 and explained 60.2% of the total 
variance. However, the scree plot indicated that there were only two distinctive factors. In 
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the final factor solution, two factors were extracted. The two factors together explained 
30.7% of the total variance (see Table 3.1). Factor 1, which included nine statements 
loaded at .5 and above, described the Collectivism Value. Factor 2 included nine strongly 
loaded statements that represented the Individualism Value. A Cronbach's coefficient 
alpha was calculated for each factor as a measure of reliability. The coefficient alpha for 
Factor 1 was .76 and for Factor 2 was .80, indicating acceptable reliability. 
Table 3.1. Factors for cultural value orientation 
Factor titles and items Item loading 
1. Collectivism Value (Tn-group) 
• It is important to me that I respect the decisions made by my group. .74 
• It is important to me to maintain harmony within my group. .69 
• I usually sacrifice my self-interest for the benefit of my group. .60 
• If a relative were in financial difficulty, I would help within my means. .57 
• Self-sacrifice is a virtue. .54 
• I like sharing little things with my neighbors. .52 
• The well-being of my coworkers is important to me. .52 
• If a coworker gets a prize, I would feel proud. .52 
• Children should be taught to place duty before pleasure. .50 
Eigenvalue = 4.64 
Percent variance = 16.0% 
Cronbach's alpha = 0.76 
Mean score = 5.28 
2. Individualism Value (Independence & Achievement) 
• Winning is every thing. .65 
• Competition is the law of nature. .64 
• I often do "my own thing." .64 
• Without competition, it is not possible to have a good society. .60 
• My personal identity, independent from others, is very important to me. .59 
• I enjoy working in situations involving competition with others. .59 
• Being a unique individual is important to me. .57 
• It is important that I do my job better than others. .53 
• When another person does better than I do, I get tense and aroused. .51 
Eigenvalue = 4.26 
Percent variance = 14.7% 
Cronbach's alpha = 0.80 
Mean score = 4.31 
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Body image 
Body satisfaction. The preliminary analysis suggested three possible factors of 
body satisfaction with eigenvalues greater than 1. The factors explained 68.0% of the total 
variance. However, the scree plot indicated that there was only one distinctive factor. In 
the final factor solution, one factor was extracted. The factor included all 13 items loaded 
at .5 and above (see Table 3.2). The coefficient alpha for Body Satisfaction was .91, 
indicating acceptable reliability. 
Table 3.2. Factors for body satisfaction 
Factor titles and items Item loading 
1. Body Satisfaction 
• Overall appearance .83 
• Overall body shape .80 
• Upper legs (thighs) .77 
• Face (facial features, complexion) .76 
• Lower torso (hips, buttocks) .72 
• Mid torso (waist, stomach) .71 
• Upper limbs (shoulders, arms) .69 
• Weight .67 
• Lower legs (knee, calves, ankles) .67 
• Muscle tone .63 
• Hair (color, thickness, texture) .61 
• Height .58 
• Upper torso (chest or breasts) .56 
Eigenvalue = 6.32 
Percent variance = 48.6% 
Cronbach's alpha = 0.91 
Mean score = 4.77 
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Body importance. The preliminary factor analysis suggested two possible factors 
of body importance with eigenvalues greater than 1. The factors explained 71.6% of the 
total variance. However, the scree plot indicated that there was only 1 distinctive factor. In 
the final factor solution, one factor was extracted. The factor included all 13 items loaded 
at .5 and above (see Table 3.3). The coefficient alpha for Body Importance was .95, 
indicating acceptable reliability. 
Table 3.3. Factors for body importance rating " 
Factor titles and items Item loading 
1 • Bodv Importance 
• Mid torso (waist, stomach) .88 
• Lower torso (hips, buttocks) .88 
• Upper legs (thighs) .87 
• Lower legs (knee, calves, ankles)Face (facial features, complexion) .86 
• Upper torso (chest or breasts) .83 
• Upper limbs (shoulders, arms) .82 
• Overall appearance .81 
• Overall body shape .79 
• Muscle tone .75 
• Face (facial features, complexion) .72 
• Weight .72 
• Height .68 
• Hair (color, thickness, texture) .67 
Eigenvalue = 8.17 
Percent variance = 62.9% 
Cronbach's alpha = 0.95 
Mean score = 5.04 
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Body change. The preliminary factor analysis of body change items suggested two 
possible factors with eigenvalues greater than 1. The factors explained 66.4% of the total 
variance. However, the scree plot indicated that there was only one distinctive factor. In 
the final factor solution, one factor was extracted. The factor included all 13 items loaded 
at .5 and above (see Table 3.4). The coefficient alpha for Body Change was .94, indicating 
acceptable reliability. 
Table 3.4. Factors for desire for body change 
Factor titles and items Item loading 
1 • Bodv Change 
• Overall appearance .83 
• Lower torso (hips, buttocks) .83 
• Overall body shape .82 
• Upper limbs (shoulders, arms) .79 
• Lower legs .74 
• Face (facial features, complexion) .77 
• Upper torso (chest or breasts) .77 
• Mid torso .76 
• Muscle tone .74 
• Weight .67 
• Hair (color, thickness, texture) .65 
• Height .63 
Eigenvalue = 7.38 
Percent variance = 56.8% 
Cronbach's alpha = 0.94 
Mean score = 3.35 
.Aesthetics for appearance 
Female beautv. The preliminary factor analysis suggested nine possible factors of female 
beauty ideals with eigenvalues greater than 1. They explained 65.8% of the total variance. 
However, the scree plot indicated that there were only two distinctive 
factors. In the final factor solution, two factors were extracted. The two factors together 
explained 45.3% of the total variance (see Table 3.5). The coefficient alpha for Factor 1 
was .94 and for Factor 2 was .90, indicating acceptable reliability. Factor 1, Female 
Physical Appearances (FPA), contained 17 statements loaded at .5 and above related to 
physical parts of the body. Factor 2, Female Behavioral and Psychological Traits (FBPT), 
included 14 strongly loaded statements representing the behavioral, ftinctional, and 
psychological traits of the body. 
Table 3.5. Factors for female beauty 
Factor titles and items Item loading Factor titles and items Item loading 
1. Female Physical Aooearance 2. Female Behavioral & Psvcholoeical Traits 
• Upper limbs .86 • Manner of talking .74 
• Upper torso .85 • Inner quality .74 
• Lower torso .85 • Attitude .71 
• Mid torso .83 • Friendliness .70 
• Body build .82 • Being natural .70 
• Weight .77 • Neatness .70 
• Bodily perfection .77 • Thoughtfulness .69 
• Figure or physique .75 • Goodness .66 
• Upper legs .74 • Confidence .64 
• Lower legs .73 • Manners .61 
• Face .70 • Being oneself .59 
• Overall body shape .67 • Temperament .55 
• Muscle tone .63 • Personality .54 
• Being perfect .61 • Intelligence .53 
• Overall appearance .56 
• Height .55 
Eigenvalue = 13.94 Eigenvalue = 6.01 
Percent variance = 31.70% Percent variance = 13.7% 
Cronbach's alpha = 0.94 Cronbach's alpha = 0.90 
Mean score = 4.79 Mean score = 6.17 
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Male attractiveness. The preliminary factor analysis suggested seven possible factors of 
male attractiveness with eigenvalues greater than 1 and that explained 69.7% of the total 
variance. However, the scree plot indicated that there were only two distinctive factors. In 
the final factor solution, two factors were extracted. The two factors together explained 
54.2% of the total variance (see Table 3.6). The coefficient alpha for Factor 1 was .95 and 
for Factor 2 was .94, indicating acceptable reliability. Factor 1, Male Physical 
Appearances (MPA), contained 17 statements loaded at .5 and above related to physical 
parts of the body. Factor 2, Male Behavioral and Psychological Traits (MBPT), included 
17 strongly loaded statements representing the behavioral, functional, and psychological 
traits of the body or person. 
Dress involvement 
The preliminary factor analysis of dress interest/involvement items suggested eight 
possible factors with eigenvalues greater than 1, explaining 62.1% of the total variance. 
However, the scree plot indicated that there were only three distinctive factors. In the final 
factor solution, three factors were extracted. The three factors together explained 42.5% of 
the total variance. Factor 1, Aesthetics, included eight statements (see Table 3.7). Factor 2, 
Fashion/Individuality, included eight statements. Factor 3, Conformity, included five 
statements. The coefficient alpha for Factor I was .69, for Factor 2 was .81, and for Factor 
3 was .69, indicating acceptable reliability. 
Data Analyses 
The Statistical Package for the Social Sciences (SPSS Inc., 1990) software was 
employed to conduct the statistical analyses. A variety of statistical techniques were used 
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Table 3.6. Factors for male attractiveness 
Factor titles and items Item loading Factor titles and items Item loading 
1. Male Physical Appearance 2. Male Behavioral 8c Psvcholoeical Traits 
• Upper limbs .86 • Friendliness .80 
• Mid torso .85 • Temperament .77 
• Upper torso .84 • Goodness .75 
• Lower torso .83 • Manner of talking .75 
• Upper legs .82 • Being natural .74 
• Body build .81 • Attitude .74 
• Lower legs .80 • Personality .72 
• Weight .78 • Thoughtfulness .70 
• Figure or physique .78 • Neatness .70 
• Bodily perfection .75 • Being oneself .70 
• Muscle tone .73 • Inner quality .70 
• Height .72 • Manners .70 
• Face .63 • Knowledgeable .70 
• Overall appearance .63 • Confidence .64 
• Hair .60 • Intelligence .63 
• Grooming .58 • Culture .59 
• Being perfect .57 • Humor .57 
Eigenvalue = 17.40 Eigenvjilue = 6.43 
Percent variance = 39.5% Percent variance = 14.6% 
Cronbach's alpha = 0.95 Cronbach's alpha = 0.94 
Mean score = 4.37 Mean score = 6.13 
to analyse the data collected in this survey. Descriptive statistics provided a detailed view 
of the sample of participants who returned questionnaires. 
Pearson correlations were used to test the convergent validity of (1) belief (Singelis 
et al.. 1995) and scenario (Triandis et al., 1998) measures of cultural value orientations and 
(2) the factored measures of dress involvement (Gurel & Gurel, 1979) with corresponding 
Zaichkowsky's (1994) Personal Involvement Inventory measures. Statistical 
significancewas set at the 0.05 level of alpha. 
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Table 3.7. Factors for dress involvement 
1 • Aesthetics 
I pay a lot of attention to pleasing color combinations. .77 
Color in clothing I wear is very important to me. .75 
The way I look in my clothes is important to me. .71 
Before purchasing clothing, I carefiilly assess whether the item looks good on me. .68 
The way my clothes feel on my body is important to me. .68 
I mix and match clothing items carefully to create attractive outfits. .64 
I don't care how my clothing looks as long as it is comfortable. -.58 
Clothing that is attractive or aesthetically appealing is important to me. .52 
Eigenvalue = 7.40 Cronbach's alpha = 0.69 
Percent variance = 23.1% Mean score = 5.23 
2. Fashion/Individualitv 
When new fashions appear on the market, I am one of the first to own them. .72 
I usually have one or more outfits of the latest style. .71 
I avoid wearing certain clothes because they do not make me feel distinctive. .66 
I try to buy clothes that are unusual. .63 
I like to try things just because they are new. .62 
I read fashion magazines. .59 
I wear clothing fads that are popular even though they may not be as becoming to .53 
me. 
I avoid wearing certain clothes because they do not make me feel distinctive. .51 
Eigenvalue = 3.56 Cronbach's alpha = 0.82 
Percent variance = 11.1% Mean score = 2.76 
3. Conformity 
I try to dress like others in my group so that people will know we are fnends. .71 
I feel more a part of my group if 1 am dressed like my fiiends. .70 
When I buy a new article of clothing 1 try to buy something similar to what my .62 
friends are wearing. 
I check with my fnends about what they are wearing to a gathering before 1 decide .58 
what to wear. 
1 am uncomfortable when my clothes are different from all others at a party. .56 
Eigenvalue = 2.65 Cronbach's alpha = 0.69 
Percent variance = 8.3% Mean score = 3.33 
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Regression analyses were used to test each hyjiothesis. According to Sharma 
(1996), when all variables are measured using continuous or interval scales, linear 
regression techniques are the most appropriate methods for conducting data analyses. 
Simple linear regression was used to conduct the data analyses when testing the research 
hypotheses to confirm the relationship between independent and dependent variables. All 
respondents could be retained in regression analyses. 
With regard to examining the effect of acculturation (Hypotheses 1 through 4), 
simple linear regression was first conducted by using the acculturation score as an 
independent variable. Because the acculturation level construct resulted in two subscales 
(described on p. 55) which could be used as individual predictor variables, multiple linear 
regression models were also developed for testing relationships with the two subscales. 
With regard to examining the effect of cultural value orientation (Hypotheses 5 
through 7), six sets of simple regressions were conducted by using Individualism Value, 
Collectivism Value, Horizontal Individualism (HI), Vertical Individualism (VI), Horizontal 
Collectivism (HC), or Vertical Collectivism (VC) as explanatory variables for each 
hypothesis. 
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CHAPTER 4. RESULTS AND DISCUSSION 
There are six sections in this Chapter: (1) participant demographic characteristics, (2) 
convergent validity analyses, and (3) hypotheses testing. Results are presented with the 
supplement of tables and figures. 
Participant Demographic Characteristics 
A total of 220 questionnaires were sent to immigrant Chinese Americans in 
California (/7=57), Illinois («=15), Iowa (n=9), Maryland (n=15), Minnesota (n=64), New 
Jersey (/7=18), Wisconsin (/7=10), and Utah («=19); 212 completed the survey, yielding a 
response rate of 96.36%. Three respondents were not qualified for the subject criterion, 
resulting in a usable sample of 209 Chinese Americans in this study. 
General Demographic Characteristics 
The surveys were completed by women («=124, 59%), men (n=82, 40 %), and 
three participants who did not state gender. A majority of the participants were bom in 
Taiwan (64%), China (28%), and Hong Kong (8%). The participants also tended to be 
married (79%) rather than single (21 %). Only 4% of the married participants had a spouse or 
partner who was not Chinese. In addition, the majority of participants were young adults, 
with the average age of 37 years old; 67% were between the ages of 30 to 45. Figure 4.1 is a 
histogram representing the distribution of the ages of the participants. 
Most participants arrived in the U.S. between 1963 and 1998. The average years 
they had lived in the U.S. were 11 years. A majority of participants had attended school in 
the U.S. (74%), with 26 % reporting that they had never attended school in the U.S. Of the 
individuals who attended school in the U.S., the average years they attended school in the 
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U.S. were 2.9 years. In addition, the respondents reported consistent high education levels, 
with 40% having attended college and 54% who attended graduate school. Figure 4.2 is the 
distribution of educational levels of the participants. 
17.5 22.5 27.5 325 37.5 4Z5 47.5 525 57.5 
20.0 25.0 30.0 35.0 40.0 45.0 50.0 55.0 60.0 
AGE 
Figure 4.1. Histogram of age distribution 
Acculturation Characteristics 
The resulting Acculturation Scores ranged from -5 to 2.1, with a mean score 
of-1.75 (see Figure 4.3). About 95% (/7=196) of the participants' acculturation scores were 
negative. According to the one-dimensional classification for acculturation (Keefe & Padilla, 
1987), the majority of respondents in this study were classified as either "imacculturated" or 
"bicultural." 
Histogram 
40T 
ad.Dev = 8.63 
Mean = 36.6 
N = 20200 
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Education 
Figure 4.2. Histogram of education distribution 
The mean AOS score was 4.08, and ranged from 1.5 to 6.5. About 55% («=I 17) of 
the respondents had mean scores of AOS greater than 4.00 (median score on a 7-point scale). 
Participants were somewhat equally distributed at both ends of AOS. Figure 4.4 is a 
histogram of AOS distribution. The mean COS score was 5.81 and ranged from 3.8 to 7.0. It 
is a skewed distribution. Ninety-nine percent of the participants (/7=207) had a mean score of 
COS greater than 4.00 (median score on a 7-point scale). This means that almost all 
participants had a strong tendency towards Chinese Orientation (see Figure 4.5). 
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Std. Dev=1.08 
Mean = -1.75 
N = 207.00 
Acculturation Scores 
Figure 4.3. Histogram of acculturation score distribution 
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Figure 4.4. Histogram of AOS distribution 
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Chinese Orientation Scores 
Figure 4.5. Histogram of COS distribution 
Using the two-dimension culture matrix model of acculturation (Keefe & Padilla, 
1987) to describe participants' acculturation characteristics, about 55% (w=l 15) of the 
participants were classified as "bicultural" and 44% («=92) as "unacculturated." Only 1% of 
the panicipants were classified as "acculturated" and none as "marginal" (i.e., low scores on 
both AOS and COS) (see Figure 4.6). 
Demographics that Relate to Acculturation Ciiaracteristics 
Some differences were found in the relationship of gender to acculturation score, 
.A.OS. and COS. Table 4.1 shows the means and standard deviations for the three scores by 
gender and birthplace. With regard to the Acculturation Score, a one-way ANOVA 
comparison found out that the means between genders were significantly different, F( 1,204) 
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= 10.935./? = 0.001. Women iM= -1.95) had lower acculturation scores than did men (A/ = 
-1.45). A similar result occurred in the statistically significant difiference between men and 
women for AOS, F (1, 204) = 8.39, p = 0.004, but was not found for COS, F (1, 204) = 2.44, 
p = 0.120. Women (A/= 3.91) had lower AOS than did men (A/= 4.27). 
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Figure 4.6. Scatterplot of AOS and COS 
Some differences were also found in the effects of birthplace on Acculturation 
Score, Anglo Orientation Score (AOS), and Chinese Orientation Score (COS) (see Table 4.1) 
With regard to the Acculturation Score, an ANOVA-general factorial comparison indicated 
that the means between countries were significantly different, F (2, 199) = 4.170,p = 0.017. 
Participants from Hong Kong (A/= -1.02) had the highest acculturation scores, followed by 
those from China {M= -1.76) and those fi-om Taiwan (Af = -1.84). Similar results were found 
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for the statistically significant difiference among participants fi-om China, Taiwan, and Hong 
Kong for AOS, F (2, 199) = 5.75,/7 = 0.004, which was not found forCOS, F(2, 199) = 0.668, 
p = 0.514. Participants from Hong Kong (A/= 4.70) had the highest AOS, followed by those 
from China (A/= 4.13) and those from Taiwan (A/= 3.94). However, no matter what the 
birthplace of participants, they all had similar COS. 
Table 4.1. Mean scores of acculturation by gender and birthplace 
Factors 
Acculturation 
Scores 
Anglo Orientation Score 
(AOS) 
Mean SD 
Chinese Orientation Score 
Mean SD 
Females -1.95 
Males -1.45 
Total (N=205) -1.75 
China -1.76 
Taiwan -1.84 
Hong Kong -1.02 
Total (N=202) -1.75 
3.91 
4.27 
4.06 
4.13 
3.94 
4.70 
4.05 
0.87 
0.86 
0.89 
0.75 
0.92 
0.76 
0.89 
5.86 
5.72 
5.81 
5.88 
5.78 
5.72 
5.80 
0.61 
0.65 
0.63 
0.61 
0.62 
0.84 
0.63 
Based on the above findings, participants' differences in acculturation scores were 
due to AOS rather than COS. Almost all the participants (99%) were Chinese-oriented in this 
study. They had similar COS no matter what their gender and birthplace were. The 
differences in orientation to the larger U.S. society were what made the variation in 
acculturation scores. 
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Cultural Value Orientations 
Value orientation rating scale 
There were two subscales in value orientation rating scales ~ Individualism Value 
{Independence & Achievement) and Collectivism Value (In-group). With regard to the 
Individualism Value, the mean score was 4.30, ranging from 1.33 to 6.89. About 34% (n=72) 
of the respondents had mean scores for Individualism Value greater than 4.00 (median score 
on a 7-point scale). Figure 4.7 shows the histogram of Individualism Value distribution. 
Value Orientation - Individualism (Independenc^achievement) 
Figure 4.7. Histogram of Individualism Value distribution 
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With regard to the Collectivism Value, the mean score was 5.28. ranging from 2.78 
to 7.0. It was a skewed distribution. Ninety-six percent of the participants (/7=202) had a 
mean score of Collectivism Value greater than 4.00 (median score on a 7-point scale). This 
means that almost all of the participants had strong Collectivism Value. Figure 4.8 shows the 
histogram of Collectivism Value distribution. 
Std. Dbv = .76 
Mean =5.29 
2.75 3.25 3.75 4.25 4.75 5.25 5.75 6.25 6.75 
3.00 3.50 4.00 4.50 5.00 5.50 6.00 6.50 7.00 
Value Orientation - Collectivism (In-group) 
Figure 4.8. Histogram of Collectivism Value distribution 
A two matrix model of acculturation was developed to describe participants' value 
orientation characteristics by using Individualism Value as one axis and Collectivism Value as 
the second axis. About 64% (n=133) of the participants were classified as "bi-value 
oriented'" and 33% («=69) as "collectivism- oriented." 
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Only 2% of the participants were classified as "individualism-oriented" and 1% as 
"marginal." Figure 4.9 shows the scatterplot of Individualism Value and Collectivism Value. 
TTie majority (96%)of participants in this study were collectivism-oriented. At the same time, 
64% of those participants were also individualism-oriented so were classified as "bi-value 
oriented." 
Value scenarios 
Four value orientations were identified for each participant in the scenario 
measures: Horizontal Individualism (HI), Vertical Individualism (VI), Horizontal 
Collectivism (HC), and Vertical Collectivism (VC). On the average, the profile of the 
participants in this 
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Study was 49% HC, 20% VC, 15% HI and 14% VI. HC responses were selected most 
frequently by participants across different situations. Therefore, participants in this study 
had strong tendency toward horizontal collectivism orientation. They merged with in-groups 
(family, tribe, coworkers, nation) but did not feel subordinate to these in-groups. Participants 
in this study expressed low emphasis on individualism values. 
Physical Characteristics: Self and Ideal 
The average weight of female participants was 120 pounds; males weighed 156 
pounds on the average. The average ideal weight for female participants was 113 pounds, 
and for males the ideal was 154 ix>unds. Therefore, the average difference between self and 
ideal weight for female participants was 7.67 pounds, whereas for male participants it was 
2.63 pounds. Female participants expressed more demanding weight ideals and wanted to 
weigh less. Men wanted to weigh less, but to a lesser extent than did women. 
The average female participants' height was 5.3 feet; men on the average were 5.7 
feet tall. The average ideal height reported by female participants was 5.4 feet, while for 
male participants the ideal was 5.8 feet. The average difference between self and ideal height 
for female participants was 0.135 feet (1.62 inches), whereas for male participants the 
difference was 0.177 feet (2.12 inches). The differences between real and ideal height of 
female and male participants were relatively similar, even though the lack of match of male 
ideals with actual was a little bit greater. Both men and women wanted to be taller. 
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Convergent Validity Analyses 
Cultural Value Orientation 
Two methods of measuring cultural value orientation were included in this study; 
they were a belief measure (Singelis et al., 1995) and a scenario (Triandis et al., 1998) 
measure. For investigating the convergent validity between belief and scenario measures, an 
inspection of Pearson correlations between scores was employed. The two cultural value 
orientation factors (i.e.. Individualism, Collectivism) were correlated with corresponding 
scenario measures (i.e., HI, VI, HC, and VC). A multi-dimensional, multi-method matrix was 
constructed (see Table 4.2). The cultural value orientation factors had low convergent 
validity with the scenario measures. The Pearson correlation coefficient ranged from .037 
to . 177. Note that most of the scenario scores were moderately correlated, raising questions 
about the independence of those scores. 
Table 4.2. Correlation matrix for cultural value orientation: non-scenario and scenario 
measures 
Individualism Collectivism HI VI HC VC 
Individuals 1.000 -.021 .054 .177* -.098 -.063 
m 
Collectivism 1.000 -.129 -.068 .141* .037 
HI 1.000 -.050 -.455** -.308** 
VI l.OOO -.493** -.013 
HC 1.000 -.347** 
VC 1.000 
*./?<.05 (2-tailed). **.p<.Q\ (2-tailed). 
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Dress Involvement 
There were two measures of dress involvement: Zaichkowsky's (1994) PII (10- item 
semantic differential scale) and an interest/involvement scale adopted from Gurel and Gurel 
(1979). To investigate the convergent validity between the PII and the interest/involvement 
factors, an inspection of Pearson correlations of scores was employed. The three dress 
involvement factors (i.e.. Aesthetics, Fashion/Individuality, and Conformity) were correlated 
with corresponding PII measures (i.e., aesthetics, fashion, individuality, and conformity), a 
multi-dimension, multi-method matrix was constructed (see Table 4.3). The PII semantic 
differential scale had only moderate convergent validity with the corresponding 
interest/involvement item measures. The Pearson correlation coefiHcient ranged from .295 
to .551, indicating that the PII & involvement factors contain some difference in meaning. 
Table 4.3. Correlation matrix for dress involvement: PII and interest/involvement 
factors 
PII Pn PII PII Aesthetics Fashion/ Confomiity 
aesthetics fashion individuality conformity Individuality 
PII 1.000 .345** .604* * .326** .551** .230* • .011 
aesthetics 
PII 1.000 .420* • .484*» .358** .407** .008 
fashion 
PII 1.000 .282** .447* • .347** .063 
individuality 
PII 1.000 .271** .304* » .295** 
conformity 
Aesthetics 1.000 .411»* .145* 
Fashion/ 1.000 .188* 
Individuality 
Conformity 1.000 
*. p<.05 (2-tailed). •*.p<.01 (2-tailed). 
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Hypothesis Testing 
One of the research goals was to investigate the eflfects of acculturation 
characteristics and cultural value orientations (i.e., individualism, collectivism) on body 
attitudes, aesthetics for appearance, and dress involvement. The hypotheses were tested 
using simple and multiple linear regression. Regression was performed to assess correlation 
of these variables when all respondents were retained in the analyses. Because acculturation 
scores had two subscales (i.e., Anglo Orientation Scores and Chinese Orientation Scores), 
and cultural value orientations had two subscales (i.e., collectivism orientation scale and 
individualism orientation scale), multiple linear regression was conducted with the two 
subscales as predictor (independent variables) for testing hypotheses. 
Results of Hypotheses Testing 
HI: More acculturated individuals will place more importance on individualistic values, 
whereas less acculturated individuals will assign more importance to coUectivistic values. 
HI a: More acculturated individuals will place more importance on individualistic values 
than will less acculturated individuals. 
In simple regression analyses, the independent variable was the acculturation score. 
The dependent variables were Individualism Value. The Acculturation score was not a 
significant variable for explanation of variance in the Individualism Value (see Table 4.4). 
Hypothesis 1 a was rejected. 
Multiple linear regression was conducted to ascertain the amount of variance in the 
Individualism Value by using AOS and COS as two predictive scales. AOS and COS were 
not significant variables for the explanation of variance in Individualism Value (see Table 
4.5). The results from the analysis revealed that both AOS and COS subscales had no 
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Table 4.4. Simple regressions of acculturation on Individualism Value 
Dependent R R- R^ F value (p)  B P t value ip)  
Variables Adjusted 
Individualism .04 .00 -.00 0.25 (.617) 3.1E-02 .04 .50 (.617) 
Value 
.^=208 
Table 4.5. Multiple regression of AOS and COS on Individualism Value 
Source df SS MS F P 
Regression 2 3.46 1.73 1.90 .152 
Residual 206 187.54 .91 
Total 208 191.00 
Variables B P t value P 
AOS .11 .10 1.3U .135 
COS .13 .09 1.25 .213 
N = 208, R = .\A,R^ = .02, Adjusted = .01 
predictive abilit>' for the Individualism Value. Hypothesis la was rejected when using AOS 
and COS as the independent variables, 
HIb:  Less  accul turated indiv iduals  wi l l  ass ign more importance to  col lec t iv is t ic  values  than 
will more acculturated individuals. 
In simple regression analyses, the independent variable was the acculturation score. 
The dependent variables were Collectivism Value. The Acculturation score explained 0% of 
the variance in Collectivism Value (see Table 4.6). The Acculturation score was not a 
significant variable for explanation of variance in Collectivism Value. Hypothesis lb was 
rejected. 
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Table 4.6. Simple regressions of acculturation on Collectivism Value 
Dependent R R- F value (p)  B t  value (p)  
Variables Adjusted 
Collectivism b
 
b
 
o
 
-.00 0.43 (.513) -3.2E-02 .05 -0.66 (.513) 
Value 
N = 208 
Multiple linear regression was conducted to ascertain the amount of variance in the 
Collectivism Value by using AOS and COS as two predictive variables. AOS was not a 
significant variable for the explanation of variance in Collectivism Value (see Table 4.7). 
COS {t=2).21,p=0.QQ\) was a statisticsdly significant variable for the explanation of variance 
in Collectivism Value. The results from the analysis revealed that a total of 5% of the 
variance in Collectivism Value was accounted for by a combination of these two variables. 
The relationship between Collectivism Value and COS was positive. More Chinese-oriented 
individuals put more emphasis on Collectivism Value than did less Chinese-oriented 
individuals. Thus, the hypothesis lb was supported when using COS as the independent 
\'ariable, but only a small amount of variance was explained. 
Table 4.7. Multiple regression of AOS and COS on Collectivism Value 
Source df SS MS F P 
Regression 2 6.99 3.49 6.45 .002 
Residual 206 111.67 .54 
Total 208 148.66 
Variables B t value P 
AOS 8.6E-02 .10 1.50 .136 
COS 21 .22 3.27 .001 
N = 208, R = .24, R^ = .06, Adjusted R^ = .05 
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Hlc:  More accul turated indiv iduals  wi l l  p lace  more importance on horizontal  indiv idual ism 
than will less acculturated individuals. 
In regression analysis, the independent variable was the acculturation score. 
.Acculturation score was not a significant variable for explanation of variance in HI (see 
Table 4.8). In multiple regression analysis, AOS was not a significant variable for the 
explanation of variance in individualism orientation (see Table 4.9). COS (/= -3.48,/?=0.001) 
was significant in estimating the variance of HI. The results fi-om the analysis revealed that a 
total of 5% of the variance in individualism value was accounted for by a combination of 
these two variables. The relationship between COS and HI was negative. Individuals who 
had less COS put more importance on HI than did individuals who had higher COS. The 
hypothesis 1 c was accepted when using COS as a predictor variable; however, amount of 
variance explained was quite low. 
Table 4.8. Simple regressions of acculturation on HI 
Dependent R R' R^ F value (p)  B t  value (p)  
Variables Adjusted 
HI .15 .02 .02 4.80 (.030) .13 .15 2.19 (.030) 
A^=208 
Hid:  More accul turated indiv iduals  wi l l  p lace  more importance on ver t ical  indiv idual ism 
than will less acculturated individuals. 
In regression analysis, the independent variable was the acculturation score. The 
dependent variable was VI. The F test was not significant (see Table 4.10). 
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Table 4.9. Multiple regression of AOS and COS on HI 
Source df SS 1 MS F P 
Regression 
Residual 
Total 
2 
206 
208 
10.69 5.34 
180.40 .88 
191.09 
6.10 .003 
Variables B t value P 
AOS 1.8E-02 .02 .25 .602 
COS -.36 -.24 -3.48 .001 
N=2Q%,R = 
.24, R' = .06, Adjusted R"" = .05 
Table 4.10. Simple regressions of acculturation on VI 
Dependent 
Variables 
R R^ R^ F  value (p)  
Adjusted 
B P / value ip) 
VI 
o
 
q
 -.01 0.05 (.817) -1.3E-02 -.02 -.23 (.817) 
N= 208 
Multiple linear regression was conducted to ascertain the amount of variance in the 
VI by using AOS and COS as two predictive variables. AOS and COS were not significant 
variables for the explanation of variance in Vertical Individualism (see Table 4.11). 
Hie: More acculiurated individuals will place less importance on horizontal collectivism 
than will less acculturated individuals. 
In simple regression analysis, the independent variable was the acculturation score. 
The dependent variable was HC. Acculturation score was not a significant variable for 
explanation of variance in HC (see Table 4.12). In multiple regression analysis, AOS and 
COS were not significant variables for the explanation of variance in HC (see Table 4.13). 
89 
Table 4.11. Multiple regression of AOS and COS on VI 
Source df SS MS F P 
Regression 2 .22 .11 0.15 .862 
Residual 206 154.18 .75 
Total 208 154.40 
Variables B P t value P 
AOS 6.6E-03 .01 0.10 .923 
COS 5.1E-02 .04 0.54 .592 
/V=208,/? = .04, R^ = .00, Adjusted R^ = -.01 
Table 4.12. Simple regressions of acculturation on HC 
Dependent R R^ R^ F value (p) B P t  value (p)  
Variables Adjusted 
HC b
 
b
 
.00 0.95 (.331) -8.6E-02 -.07 -0.98 (.331) 
00 o
 
(N II 
Table 4.13. Multiple regression of AOS and COS on HC 
Source df SS MS F P 
Regression 2 2.11 1.06 0.56 .574 
Residual 206 391.13 1.90 
Total 208 393.24 
Variables B P t value P 
AOS -6.0E-02 -.04 -0.56 .578 
COS .136 .06 0.89 .373 
N = 208. R = .07, = .01, Adjusted R"" = -.00 
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Hlf: More acculiurated individuals will place less importance on vertical collectivism than 
will less acculturated individuals. 
In simple regression analysis, the independent variable was the acculturation score. 
The dependent variable was VC. The acculturation score was not a significant variable for 
explanation of variance in VC (see Table 4.14). In multiple regression analysis, AOS and 
COS were not significant variables for the explanation of variance in VC (see Table 4.15). 
Hypothesis 1 f was rejected. 
Table 4.14. Simple regressions of acculturation on VC 
Dependent R R^ F value (p)  B  t  value (p)  
Variables Adjusted 
VC .04 .00 -.00 0.40 (.527) -3.8E-02 -.04 -0.63 (.527) 
.V = 208 
Table 4.15. Multiple regression of AOS and COS on VC 
Source df SS MS F P 
Regression 2 1.62 .81 0.91 .405 
Residual 206 184.00 .89 
Total 208 185.62 
Variables B P t value P 
AOS 1.3E-02 .01 .17 .864 
COS .14 .09 1.34 .183 
N = 208, R = .09, = .01, Adjusted R^ = -.00 
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H2: More accul turated indiv iduals  wi l l  indicate  greater  emphasis  on the  importance o f  body 
and desire for body change, whereas less acculturated individuals will indicate greater body 
satisfaction and body attitude. 
H2a: More acculturated individuals will indicate greater emphasis on the importance of 
body than will less acculturated individuals. 
In simple regression analysis, the independent variable was the acculturation score. 
The dependent variable was body importance. Acculturation score was not a significant 
variable for explanation of variance in body importance (see Table 4.16). 
Table 4.16. Simple regression of acculturation on body importance 
Dependent R F value (p)  B t  value (p)  
Variables Adjusted 
Body .01 .00 -.00 0.01 (.932) 5.3E-03 .01 0.09 (.932) 
importance 
N = 206 
Multiple linear regression was conducted to ascertain the amount of variance in the 
body importance by using AOS and COS as two predictive scales. The dependent variable 
was body importance. AOS (f=2.42,p=0.017) and COS (t=3.26,p=0.00l) were both 
statistically significant variables for the explanation of variance in body importance at the 
0.05 level (see Table 4.17). The results from the multiple linear regression revealed that a 
total of 7% of the variance in body importance was accounted for by a combination of these 
two variables. Hypothesis 2a was supported when using AOS and COS as two predictive 
scales. 
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Table 4.17. Multiple regression of AOS and COS on body importance 
Source df SS MS F P 
Regression 2 14.49 1.25 8.19 .0001 
Residual 206 182.29 .89 
Total 208 196.78 
Variables B P t value p 
AOS .34 .22 3.26 .001 
COS .18 .16 2.42 .017 
N = 208, R = .27, R- = .07, Adjusted/?^ = .07 
The relationships between body importance and both AOS and COS were both 
significant and positive. The more Anglo oriented individuals indicated greater body 
importance than did the less Anglo oriented individuals. On the other hand, more Chinese 
oriented individuals also indicated greater body importance than did less Chinese oriented 
individuals. The relationship between AOS and body importance was stronger than between 
COS and body importance. 
H2b: More acculturated individuals will indicate greater desire for body change than will 
less acculturated individuals. 
In regression analysis, the independent variable was the acculturation score. The 
dependent variable was body change. Acculturation was not a significant variable for 
explanation of variance in body change (see Table 4.18). Multiple linear regression was 
conducted to ascertain the amount of variance in the desire for body change by using AOS 
and COS as two predictive scales. The dependent variable was desire for body change. AOS 
and COS were both not statistically significant variables for the explanation of variance in 
desire for body change at the 0.05 level (see Table 4.19). 
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Table 4.18. Simple regression of acculturation on body change 
Dependent R R' R- F value (p)  B P / value ip)  
Variables Adjusted 
Body .01 .00 -.01 0.02 (.885) 1.3E-02 .01 0.15 (.885) 
change 
N=2Q6 
Table 4.19. Multiple regression of AOS and COS on body change 
Source df SS MS F P 
Regression 2 7.1E-02 3.5E-02 0.02 .982 
Residual 205 410.46 2.00 
Total 207 410.53 
Variables B P t value P 
AOS 2.3E-03 .00 0.02 .988 
COS 2.1E-02 .01 0.19 .851 
N = 207, R = .0 \ ,R^= .00, Adjusted= -.01 
H2c: Less acculturated individuals will indicate greater body satisfaction than will more 
acculturated individuals. 
In regression analysis, the independent variable was the acculturation score. The 
dependent variable was body satisfaction. Acculturation scores explained only 2% of the 
variance in body satisfaction scores. Acculturation score (t=2.25, p=0.025) was a 
statistically significant variable for explanation of variance in body satisfaction at the 0.05 
level (see Table 4.20). The relationship between body satisfaction and acculturation scores 
was positive. More acculturated individuals indicated greater body satisfaction than did less 
acculturated individuals. Thus, Hypothesis 2c was rejected and the reverse relationship was 
found. However, the relationship was not strong. 
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Table 4.20. Simple regression of acculturation on body satisfaction 
Dependent 
Variables 
R R^ R^ 
Adjusted 
F value (p) B P t value (p)  
Body 
satisfaction 
.16 .02 .02 5.07 (.025) .13 .16 2.25 (.025) 
N=206 
Multiple linear regression was conducted to ascertain the amount of variance in body 
satisfaction by using AOS and COS as two predictive variables. The dependent variable was 
body satisfaction. AOS (/=4.96,/>=0.0001) and COS (r=2.88,/>=0.004) were both 
statistically significant variables for the explanation of variance in body satisfaction at the 
0.05 level (see Table 4.21). The results from the multiple linear regression revealed that a 
total of 13% of the variance in body satisfaction was accounted for by a combination of these 
two variables. The relationships between body satisfaction and both AOS and COS were 
both positive. Hypothesis 2c was supported when using AOS and COS as two predictive 
variables. 
Table 4.21. Multiple regression of AOS and COS on body satisfaction 
Source df SS MS F P 
Regression 2 22.02 11.01 16.36 .0001 
Residual 204 137.28 .67 
Total 206 159.30 
Variables B t value P 
AOS .32 .32 4.96 .0001 
COS .26 .19 2.88 .004 
N = 206,  R  = .37,  = .14,  Adjusted R'=.13 
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More Anglo-oriented individuals indicated greater body satisfaction than did less 
Anglo-oriented individuals. On the other hand, more Chinese-oriented individuals also 
indicated greater body satisfaction than did less Chinese-oriented individuals. However, the 
relationship between AOS and body satisfaction was stronger than between COS and body 
satisfaction. 
H2d: Less acculturated individuals will indicate more positive body attitude than will more 
acculturated individuals. 
In regression analysis, the independent variable was the acculturation score. The 
dependent variable was body attitude. Acculturation was not a significant variable for 
explanation of variance in body attitude (see Table 4.22). Multiple linear regression was 
conducted to ascertain the amount of varizince in the attitude toward the body by using AOS 
and COS as two predictive scales. The dependent variable was body attitude. AOS (r=4.39, 
jC»=0.0001) and COS (/=3.70,/>=0.0001) were both statistically significant variables for the 
explanation of variance in body attitude at the 0.001 level (see Table 4.23). The results from 
the analysis revealed that a total of 13% of the variance in body attitude was accounted for by 
a combination of these two variables. Hypothesis 2d was supported when using AOS and 
COS as two predictive variables. 
Table 4.22. Simple regression of acculturation on body attitude 
Dependent 
Variables 
R 
Adjusted 
F value (p)  B P t  value ip)  
Body 
attitude 
.09 .01 .00 1.79 (.182) .64 .09 1.34 (.182) 
N=206 
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Table 4.23. Multiple regression of AOS and COS on body attitude 
Source df ss MS F P 
Regression 2 1624.18 812.09 16.41 .0001 
Residual 204 10098.30 49.50 
Total 206 11722.50 
Variables B P t value P 
AOS 2.43 .29 4.39 .0001 
COS 2.90 .24 3.70 .0001 
N = 206, R = .37, /?= =. 14, Adjusted R^ = A3 
The relationships between body attitude and AOS and COS were both positive. More 
Anglo-oriented individuals indicated more positive attitude toward their bodies than did less 
Anglo-oriented individuals. On the other hand, more Chinese-oriented individuals also 
indicated more positive attitude toward their bodies than did less Chinese-oriented 
individuals. 
H3: More acculturated individuals will attribute more importance to physical parts and 
formal aspects of appearance when assessing attractiveness, whereas less acculturated 
individuals will put more emphasis on behavioral, functional, symbolic, expressive, and 
psychological traits. 
H3a: More acculturated individuals will attribute more importance to physical parts and 
formal aspects of appearance when assessing female beauty than will less acculturated 
individuals. 
In simple regression aneilysis, the independent variable was the acculturation score. 
The dependent variable was Female Physical Appearance (FPA) for female beauty. The 
acculturation score was not a significant variable for explanation of variance in FPA (see 
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Table 4.24). Multiple linear regression was conducted to ascertain the amount of variance in 
the FPA by using AOS and COS as two predictive variables. The dependent variable was 
FPA. AOS was not a significant variable for the explanation of variance in FPA (see Table 
4.25). COS (t=2.28, p=0.023) was statistically significant for explanation of variance in FPA 
at the 0.05 level. The results revealed that a total of only 3% of the variance in FPA was 
accounted by a combination of the two variables. 
H3b: More acculturated individuals will attribute more importance to physical parts 
and formal aspects of appearance when assessing male attractiveness than will less 
acculturated individuals. 
Table 4.24. Simple regression of acculturation on FPA 
Dependent R R^ F value ( j j )  B  P t  value (p)  
Variables Adjusted 
FPA .01 .00 -.00 0.02 (.888) l.OE-03 .01 0.14 (.888) 
N=20S 
Table 4.25. Multiple regression of AOS and COS on FPA 
Source df SS MS F P 
Regression 2 9.67 4.83 4.17 .017 
Residual 203 235.07 1.16 
Total 205 244.74 
Variables B P t value P 
AOS .15 .12 1.78 .077 
COS .28 .16 2.28 .023 
N=2Q5,R = .20, R^ = .04, Adjusted R^ = .03 
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In simple regression analysis, the independent variable was the acculturation score. 
The dependent variable was Male Physical Appearance (MPA) for male attractiveness. 
Acculturation was not a significant variable for explanation of variance in MP A (see Table 
4.26). Multiple linear regression was conducted to ascertain the amount of variance in MPA 
by using AOS and COS as two predictive variables. The dependent variable was MPA. AOS 
and COS were not significant variables for the explanation of variance in MPA (see Table 
4.27). Hypothesis 3b was rejected when using acculturation score, AOS and COS as 
predictive variables. 
Table 4.26. Simple regression of acculturation on MPA 
Dependent R R^ R^ F value (p)  B 0 t  value (p)  
Variables Adjusted 
MPA .00 .00 -.01 0.01 (.972) 2.6E-03 .00 0.04 (.972) 
/V = 205 
Table 4.27. Multiple regression of AOS and COS on MPA 
Source df SS MS F P 
Regression 2 9.67 4.83 4.17 .017 
Residual 203 235.07 1.16 
Total 205 244.74 
Variables B P t value P 
AOS .15 .12 1.78 .077 
COS .28 .16 2.28 .023 
N = 205, R = .20, R^ = .04, Adjusted R^ = .03 
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H3c: Less acculturated individuals will put more emphasis on behavioral and psychological 
traits when assessing female beauty than will more acculturated individuals. 
In regression analysis, the dependent variable was Female Behavioral and 
Psychological Traits (FBPT). Acculturation was not a significant variable for explanation of 
variance in FBPT (see Table 4.28). Hypothesis 3c was rejected when using acculturation 
score as predictive variable. 
Table 4.28. Simple regression of acculturation on FBPT 
Dependent R R^ R^ F value (p)  B  t value ip) 
Variables Adjusted 
FBPT .05 .00 -.00 0.57 (.450) -3.2E-02 -.05 -0.76 (.450) 
TV =205 
Multiple linear regression was conducted to ascertain the amount of variance in 
FBPT by using AOS and COS as two predictive variables. AOS was not a significant 
variable for the explanation of variance in FBPT (see Table 4.29). COS (r=3.31, /7=0.001) 
was the statistically significant variable for the explanation of variance in FBPT. The results 
from the analysis revealed that a total of 5% of the variance in was accounted for by a 
combination of these two variables. The relationship between FBPT and COS was positive. 
More Chinese-oriented individuals put more emphasis on FBPT than did more 
Anglo-oriented individuals. Thus, Hypothesis 3c was supported when using the COS as the 
independent variable. The relationship between FBPT and COS weis positive. More Chinese 
oriented individuals indicated greater emphasis on behavioral and psychological traits when 
assessing female beauty than did less Chinese oriented individuals. 
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Table 4.29. Multiple regression of AOS and COS on FBPT 
Source df SS MS F P 
Regression 2 5.14 2.57 6.42 .002 
Residual 203 81.24 .40 
Total 205 86.38 
Variables B t value P 
AOS 6.9E-02 .09 1.38 .170 
COS .23 .23 3.32 .001 
yV = 205, R = .24, R"" = .06, Adjusted R"" = .05 
H3d: Less acculturated individuals will put more emphasis on behavioral and psychological 
traits when assessing male attractiveness than will more acculturated individuals. 
In simple regression analysis, the independent variable was the acculturation score. 
The dependent variable was Male Behavioral and Psychological Traits (MBPT). 
Acculturation scores explained 0% of the variance in Male Behavioral and Psychological 
Traits. Acculturation was not a significant variable for explanation of variance in Male 
Behavioral and Psychological Traits (see Table 4.30). Hypothesis 3d was not supported by 
using the acculturation score as the predictive variable. There was no relationship between 
acculturation score and Male Behavioral and Psychological Traits. 
Table 4.30. Simple regression of acculturation on MBPT 
Dependent R R"" F value {p )  B P t  value (p) 
Variables Adjusted 
MBPT .09 .01 .00 1.79 (.182) -6.3E-02 -.09 -1.34 (.182) 
A^=205 
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Multiple linear regression was conducted to ascertain the amount of variance in the 
MBPT by using AOS and COS as two predictive variables. AOS was not a significant 
variable for the explanation of variance in MBPT (see Table 4.31). COS (r=2.29, /7=0.023) 
was statistically significant for explanation of variance in MBPT at the 0.05 level of alpha. 
The results revealed that a total of 2% of the variance in MBPT was accounted for by a 
combination of these two variables. The relationship between MBPT and COS was positive. 
More Chinese-oriented individuals put more emphasis on MBPT than did less 
Chinese-oriented individuals. Thus, this hypothesis was accepted when using COS as the 
independent variable. 
Table 4.31. Multiple regression of AOS and COS on MBPT 
Source df SS MS F P 
Regression 2 2.78 1.39 2.62 .075 
Residual 203 107.59 .53 
Total 205 110.38 
Variables B P t value P 
AOS 3.7E-04 .00 0.01 .995 
COS .19 .16 2.29 .023 
N = 205, /? = . 16, /?^ = .03, Adjusted R" = .02 
H4: More acculturated individuals will be more involved in individuality in dress, whereas 
less acculturated individuals will have greater involvement in aesthetics, conformity and 
modesty in dress. 
H4a: More acculturated individuals will be more involved in individuality in dress than will 
less acculturated individuals. 
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In regression analysis, the independent variable was the acculturation score. The 
dependent variable was PII individuality or Fashion/Individuality. Acculturation was not a 
significant variable for explanation of variance in PII individuality (see Table 4.32). Another 
regression indicated that acculturation (r = -2.61,/7=0.010) was a significant variable for 
explanation of variance in Fashion/Individuality (see Table 4.32). 
Multiple linear regression was conducted to ascertain the amount of variance in PII 
individuality by using AOS and COS as two predictive variables. AOS and COS were not 
significant variables for the explanation of variance in PII individuality (see Table 4.33). 
Table 4.32. Simple regression of acculturation on PII individuality and Fashion/ 
Individuality 
Dependent 
Variables 
R 
Adjusted 
F value (j?) B t value ip) 
PII individuality .07 .01 .00 1.09 (.298) -8.0E-02 -.07 -1.04 (.298) 
Fashion/ .18 .03 .03 6.82 (.010) -.18 -.18 -2.61 (.010) 
Individuality 
A" = 205 
Table 4.33. Multiple regression of AOS and COS on PII individuality 
Source df SS MS F P 
Regression 2 4.00 2.00 1.41 .248 
Residual 203 289.15 1.42 
Total 205 293.15 
Variables B P t value P 
AOS -l.OE-02 -.01 -0.11 .915 
COS .22 .12 1.67 .096 
N = 205, /? = . 12, = .01, Adjusted K" = .00 
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Another multiple linear regression was conducted to ascertain the amount of variance 
in Fashion/Individuality by using AOS and COS as two predictive variables. AOS was not a 
significant variable for the explanation of variance in Fashion/Individuality (see Table 4.34). 
COS (^=3.10,/>=0.002) was the statistically significant variable for explanation of variance in 
Fashion/Individuality. The results revealed that a total of only 4% of variance in 
Fashion/Individuality was accounted for by a combination of these two variables. The 
relationship between individuality in dress and COS was positive. Less Chinese-oriented 
individuals put less emphasis on Fashion/Individuality than did more Chinese-oriented 
individuals. Thus, Hj'pothesis 4a was rejected. 
Table 4.34. Multiple regression of AOS and COS on Fashion/Individuality 
Source df SS MS F P 
Regression 2 11.95 5.97 5.33 .006 
Residual 206 230.86 1.12 
Total 208 242.81 
Variables B P t value P 
AOS -8.5E-02 -.07 -1.02 .309 
COS .36 .21 3.10 .002 
N = 208, R = .22, 7?=^ = .05, Adjusted R} = .04 
H4b: Less acculturated individuals will have greater involvement in aesthetics in dress than 
will more acculturated individuals. 
In simple regression analysis, the independent variable was the acculturation score. 
The dependent variable was PII aesthetics ox Aesthetics. Regression revealed that the 
acculturation score was not a significant variable for explanation of variance in PII aesthetics 
(see Table 4.35). Another regression indicated that acculturation (t = -2.01, p=0.046) was a 
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significani variable for explanation of variance (1%) in Aesthetics (see Table 4.35). The 
relationship between Aesthetics involvement in dress and the acculturation score was 
negative. Less acculturated individuals were more involved in Aesthetics in dress than were 
more acculturated individuals. Thus, Hypothesis 4b was supported. 
Table 4.35. Simple regression of acculturation on PII aesthetics Md Aesthetics 
Dependent R R^ F value (p) B P t value (p) 
Variables Adjusted 
PII aesthetics .09 .01 .00 1.74 (.188) -8.3E-02 -.09 -1.32 (.188) 
Aesthetics .14 .02 .01 4.04 (.046) -.11 -.14 -2.01 (.046) 
N ^ I O S  
Multiple linear regression was conducted to ascertain the amount of variance in PII 
aesthetics by using AOS and COS as two predictive variables. The independent variable was 
AOS and COS. The dependent variable was PII aesthetics. AOS was not a statistically 
significant variable for explanation of variance in PII aesthetics (see Table 4.36). COS 
(/^2.83, ;7=0.005) was the statistically significant variable for explanation of variance in PII 
aesthetics. The results revealed that a total of only 3% of PII aesthetics was accounted for by 
a combination of AOS and COS. The relationship between PII aesthetics and COS was 
positive. More Chinese-oriented individuals were more involved in PII aesthetics in dress 
than were less Chinese-oriented individuals. Thus, Hypothesis 4b was supported when using 
COS as the independent variable and PII aesthetics as a dependent variable. 
Another multiple linear regression was conducted to ascertain the amount of variance 
in Aesthetics in dress by using AOS and COS as two predictive scales. The independent 
variable was AOS and COS. The dependent variable was Aesthetics. AOS was not a 
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significant variable for the explanation of variance in Aesthetics in dress (see Table 4.37). 
COS (r=3.68,/7=0.0001) was a statistically significant variable. The results revealed that a 
total of only 5% of variance in Aesthetics in dress was accounted for by a combination of 
these two variables. The relationship between COS and Aesthetics in dress was positive. 
Thus, Hypothesis 4b was also supported when using COS as an independent variable and 
Aesthetics as a dependent variable. 
Table 4.36. Multiple regression of AOS and COS on PII aesthetics 
Source df SS MS F P 
Regression 2 7.55 3.78 4.06 .019 
Residual 203 188.86 .93 
Total 205 196.42 
Variables B t value P 
AOS 2.6E-02 .02 0.35 .730 
COS .36 .20 2.83 .005 
N = 205, /? = .20, = 
.04, Adjusted R' = .03 
Table 4.37. Multiple regression of AOS and COS on Aesthetics 
Source df SS MS F P 
Regression 2 8.81 4.40 6.76 .001 
Residual 206 134.20 .65 
Total 208 143.01 
Variables B P t value P 
AOS 6.2E-03 .01 0.10 .922 
COS .33 .25 3.68 .0001 
N = 208, R = .25, = .06, Adjusted R} = .05 
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H4c: Less acculturated individuals will have greater involvement in conformity in dress than 
will more acculturated individuals. 
In simple regression analysis, the independent variable was the acculturation scores. 
The dependent variable was PII conformity or Conformity. Regression revealed that 
acculturation {t = -2.02,/7=0.045) was a significant variable for explanation of variance in PIl 
conformit\' (see Table 4.38). Another regression indicated that acculturation (/ = -1.85, 
/7=0.066) was not a significant variable for explanation of variance (2%) in Conformity (see 
Table 4.38). The relationship between PII conformity involvement in dress and acculturation 
score was negative. Less acculturated individuals were more involved in PIl conformity in 
dress than were more highly acculturated individuals. Thus, this hypothesis was supported 
when use the Pll conformity. 
Table 4.38. Simple regression of acculturation on PII conformity and Conformity 
Dependent R R- F value (p) B P t  value ip) 
Variables Adjusted 
PII conformity .14 .02 .02 4.08 (.045) -.18 -.14 -2.02 (.045) 
Conformity .13 .02 .01 3.42 (.066) -.12 -.13 -1.85 (.066) 
N = 2 Q 5  
Multiple linear regression was conducted to ascertain the amount of variance in PII 
conformity in dress by using AOS and COS as two predictive variables. AOS was not a 
statistically significant variable for explanation of variance in PII conformity in dress (see 
Table 4.39). COS (t=3.31,p=O.OOl) was the statistically significant variable for explanation 
of variance in PII conformity in dress. The results revealed that a total of only 4% of PII 
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conformity in dress was accounted for by a combination of these two variables. The 
relationship between PII conformity in dress and COS was positive. More Chinese-oriented 
individuals were more involved in PII conformity than were less Chinese-oriented 
individuals. Thus, Hypothesis 4c was supported when using COS as the independent 
variable and PII conformity as the dependent variable. 
Table 4.39. Multiple regression of AOS and COS on PII conformity 
Source df SS MS F P 
Regression 2 19.22 9.61 5.48 .005 
Residual 202 354.29 1.75 
Total 204 373.51 
Variables B P t value P 
AOS -1.9E-02 -.01 0.10 .860 
COS .49 .23 -0.18 .001 
= 204, /? = .23, = .05, Adjusted = .04 
Another multiple linear regression was conducted to ascertain the amount of variance 
in Conformity in dress (interest^involvement measure) by using AOS and COS as two 
predictive variables. AOS was not a significant variable for the explanation of variance in 
Conformity in dress (see Table 4.40). COS (f=2.72,/7=0.007) was statistically significant for 
explanation of variance in Conformity. The results revealed that a total of only 3% of 
Conformity in dress was accounted for by a combination of COS and AOS. The relationship 
between COS and Conformity in dress was positive. Thus, Hypothesis 3c was also supported 
when using the COS as the independent variable and Conformity in dress as a dependent 
variable. 
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Table 4.40. iMultipie regression of AOS and COS on Conformity 
Source df SS MS F P 
Regression 2 8.19 4.10 3.76 .025 
Residual 206 224.57 1.09 
Total 208 232.76 
Variables B P t value P 
AOS -2.9E-02 -.02 -0.35 .725 
COS .32 .19 2.72 .007 
N = 208, R = .19, R- = .04, Adjusted = .03 
H4d: Less acculturated individuals will have greater involvement in modesty in 
dress than will more acculturated individuals. 
In regression analysis, the independent variable was the acculturation score. The 
dependent variable was PII modesty. Acculturation was not a significant variable for 
explanation of variance in PII modesty (see Table 4.41). 
Table 4.41. Simple regression of acculturation on PII modesty 
Dependent R R' R^ F value (p) B t  value (p) 
Variables Adjusted 
PII modesty .09 .01 .00 1.55 (.214) -8.1E-02 -.09 -1.25 (.214) 
^'=205 
Multiple linear regression was conducted to ascertain the amount of variance in PII 
modesty in dress by using AOS and COS as two predictive variables. AOS and COS were 
not statistically significant variables for explanation of variance in PII modesty (see Table 
4.42). Hypothesis 4d was rejected in all analyses. 
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Table 4.42. Multiple regression of AOS and COS on PIl modesty 
Source df SS MS F P 
Regression 2 1.63 .82 0.79 .456 
Residual 203 210.23 1.04 
Total 205 211.86 
Variables B P  t value P 
AOS -7.3E-02 -.06 -0.91 .366 
COS 9.8E-02 .06 0.86 .388 
205, R = .09, = .01, Adjusted 7?=^ = -.00 
H5: More individualistic individuals will indicate greater emphasis on the importance of 
body and desire for body change, whereas the more collectivistic individuals will indicate 
greater body satisfaction and body attitude. 
H5a: More individualistic individuals will indicate greater emphasis on the importance of 
the body, whereas more collectivistic individuals will emphasize less importance of the body. 
Six sets of simple regressions were conducted to ascertain the amount of variance in 
body importance by using Individualism Value, Collectivism Value, HI, VI, HC, and VC as 
predictive variables. The independent variables were Individualism Value, Collectivism 
Value, HL VL HC, and VC. The dependent variable was body importance. Individualism 
Value (/=3.27,/7=0.001) and Collectivism Value (r=4.11,/?=0.0001) were statistically 
significant variables for the explanation of variance in body importance, accounting for 4% 
and 7% of the variance respectively (see Table 4.43). HI, VI, HC and VC were not 
significant variables for prediction of body importance. The relationships between the 
importance of body for self-image and Individualism Value and Collectivism Value were 
botli positive. More individualism-oriented individuals indicated more emphasis on body 
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importance than did less individualism-oriented individuals. More collectivism-oriented 
individuals indicated more emphasis on body importance than did less collectivism-oriented 
individuals. Hypothesis 5a was supported when using Individualism Value, Collectivism 
Value as predictive variables, but not HI, VI, HC, and VC. Therefore, H5a was rejected. 
Table 4.43. Simple regression of cultural value orientation on body importance 
Independent 
Variables 
R R^ 
Adjusted 
F value (p) B P t  value (p) 
Individualism .22 .05 .04 10.68 (.001) .23 .22 3.27 (.001) 
Value 
Collectivism .28 .08 .07 16.92 (.0001) .35 .28 4.11 (.0001) 
Value 
HI .13 .02 .01 3.40 (.067) -1.69 -.13 -1.84 (.067) 
VI .03 .00 -.00 0.18 (.669) .44 .03 0.43 (.669) 
HC .02 .00 -.00 0.07 (.791) -.17 -.02 -0.27 (.791) 
VC .12 .02 .01 3.22 (.074) 1.67 .12 1.79 (.074) 
N= 208 
H5b: More individualistic individuals will indicate greater desire for body change, whereas 
more collectivistic individuals will indicate less desire for body change. 
Six sets of simple regressions were conducted to ascertain the amount of variance in 
body change by using Individualism Value, Collectivism Value, HI, VI, HC, and VC as 
predictive variables. The independent variables were Individualism Value, Collectivism 
Value, HI, VI, HC, and VC. The dependent variable was body change. Individualism Value, 
Collectivism Value, HI, VI, HC and VC were not significant variables for estimation of body 
change (see Table 4.44). Hypothesis 5b was rejected. Cultural value orientation did not 
explain desire for body change. 
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Table 4.44. Simple regression of cultural value orientation on body change 
Independent 
Variables 
R R} R-
Adjusted 
F value {p) B P  t  value ip) 
Individualism .10 .01 .01 2.04 (.155) .15 .10 1.43 (.155) 
Value 
Collectivism .08 .01 .00 1.44 (.231) -.56 -.08 -1.20 (.231) 
Value 
HI .02 .00 -.01 0.05 (.818) -.31 -.02 -0.23 (.818) 
VI .05 .00 -.00 0.48 (.487) -1.03 -.05 -0.70 (.487) 
HC .00 .00 -.00 0.00 (.990) I.IE-02 .00 0.01 (.990) 
VC .06 .00 -.00 0.65 (.420) 1.09 .06 0.81 (.420) 
N = 208 
H5c: More collectivistic individuals will indicate greater body satisfaction, whereas more 
individualistic individuals will indicate less body satisfaction. 
Six sets of simple regressions were conducted to ascertain the amount of variance in 
the body satisfaction by using Individualism Value, Collectivism Value, HI, VI, HC and VC 
as predictive variables. Individualism Value (/=4.61,/>=0.0001) and Collectivism Value 
(/=3.62,/7=0.0001) were both statistically significant variables for the explanation of 
variance in body satisfaction, accounting for 10% and 6% of the variance respectively (see 
Table 4.45). HI, VI, HC, and VC were not significant variables for prediction of body 
importance. The relationships between body satisfaction and Individualism Value and 
Collectivism Value were both positive. More individualism-oriented individuals indicated 
greater body satisfaction than did less individualism-oriented individuals. More 
collectivism-oriented individuals also indicated greater body satisfaction than did less 
collectivism-oriented individuals. Hypothesis 5c was only partially supported by 
Collectivism Value. However, H5c must be rejected. 
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Table 4.45. Simple regression of cultural value orientation on body satisfaction 
Independent 
Variables 
R R- R^ 
Adjusted 
F value (p) B P  t  value (p) 
Individualism .32 .10 .10 22.76 (.0001) .29 .32 4.77 (.0001) 
Value 
Collectivism .25 .06 .06 13.07 (.0001) .29 .25 3.62 (.0001) 
Value 
HI .08 .01 .00 1.16 (.284) -.89 -.08 -1.08 (.284) 
VI .10 .01 -.00 1.86 (.174) 1.26 .10 1.36 (.174) 
HC .03 .00 -.00 0.13 (.718) -.21 -.03 -0.36 (.718) 
VC .01 .00 -.00 0.02 (.904) -.10 -.01 -0.12 (.904) 
N = 206 
H5d: More colleciivislic individuals will indicate more positive body attitude, whereas more 
individualistic individuals will indicate less positive body attitude. 
Six sets of simple regressions were conducted to ascertain the amount of variance in 
body attitude by using Individualism Value, Collectivism Value, HI, VI, HC and VC as 
predictive variables. Individualism Value (/=4.71,p=0.0001) and Collectivism Value (/=4.61, 
/7=0.0001) were both statistically significant variables for the explanation of variance in body 
attitude, accounting for 9% and 9% of the variance respectively (see Table 4.46). HI, VI, HC, 
and VC were not significant variables for prediction of body attitude. The relationships 
between body attitude and Individualism Value and Collectivism Value were both positive. 
More individualism-oriented individuals indicated more positive body attitude than did less 
individualism-oriented individuals. More collectivism-oriented individuals also indicated 
more positive body attitude than did less collectivism-oriented individuals. Hypothesis 5a 
was only partially supported by Collectivism Value as a dependent variable; therefore, H5a 
was rejected. 
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Table 4.46. Simple regression of cultural value orientation on body attitude 
Independent 
Variables 
R 
Adjusted 
F value {p) B P t  value ( p )  
Individualism .31 .10 .09 22.19 (.0001) 2.44 .31 4.71 (.0001) 
Value 
Collectivism .31 .09 .09 21.24 (.0001) 3.03 .31 4.61 (.0001) 
Value 
HI .12 .01 .01 2.96 (.087) -.94 -.12 -1.74 (.087) 
VI .09 .01 .00 1.75 (.187) .80 .09 1.32 (.187) 
HC .06 .00 -.00 0.67 (.413) -.32 -.06 -0.82 (.413) 
VC .09 .01 .00 1.55 (.214) .69 .09 1.25 (.214) 
N = 206 
H6: More individualistic individuals will attribute more importance to physical parts of 
appearance when assessing attractiveness, whereas more collectivistic individuals will put 
more emphasis on behavioral and psychological traits. 
H6a: More individualistic individuals will attribute more importance to physical parts of 
appearance when assessing female beauty, whereas more collectivistic individuals will 
attribute less importance to physical parts of appearance. 
Six simple regressions were conducted to ascertain the amount of variance in Female 
Physical Appearance (FPA) by using Individualism Value, Collectivism Value, HI, VI, HC, 
and VC as predictive variables. The independent variables were Individualism Value, 
Collectivism Value, HI, VI, HC, and VC. The dependent variable was FPA. Individualism 
Value (r=6.08, />=0.0001) was a statistically significant variable for the explanation of 
variance in FPA, accounting for 15% of the variance (see Table 4.47). Collectivism Value, 
HI, VI, HC, and VC were not significant variables for prediction of FPA. The relationships 
between Individualism Value and FPA were positive. More individuidism-oriented 
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individuals put more importance on physical aspects of appearance when assessing female 
beauty than did less individualism-oriented individuals. On the other hand. Collectivism 
Value had no relationship with FPA. Therefore, Hypothesis 6a was supported only in part, so 
was rejected. 
Table 4.47. Simple regression of cultural value orientation on FPA 
Independent 
Variables 
R R} 
Adjusted 
F value {p) B P t  value ip) 
Individualism .39 .15 .15 36.92 (.0001) .45 .39 6.08 (.0001) 
Value 
Collectivism .08 .01 .00 1.28 (.259) .11 .08 1.13 (.259) 
Value 
HI .08 .01 .00 1.32 (.251) -9.1E-02 -.08 -1.15 (.251) 
VI .05 .00 -.00 0.47 (.496) 6.2E-02 .05 0.68 (.496) 
HC .06 .00 -.00 0.66 (.419) -4.5E-02 -.06 -0.81 (.419) 
VC .04 .00 -.00 0.37 (.546) 4.9E-02 .04 0.61 (.546) 
N=205 
H6b: More individualistic individuals will attribute more importance to physical parts when 
assessing male attractiveness, whereas more collectivistic individuals will attribute less 
importance to physical parts. 
Six sets of simple regressions were conducted to ascertain the amount of variance in 
MP A by using Individualism Value, Collectivism Value, HI, VI, HC, and VC as predictive 
variables. Individualism Value (/=4.10,/7=0.0001) was a statistically significant variable for 
the explanation of variance in MP A, accounting for 15% of the variance (see Table 4.48). 
Collectivism Value, HI, VI, HC, and VC were not significant variables for prediction of MPA. 
The relationships between Individualism Value and MPA were positive. More 
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individualism-oriented individuals put more importance on physical aspects of appearance 
when assessing male attractiveness than did less individualism-oriented individuals. On the 
other hand Collectivism Value had no relationship with MPA. Hypothesis 6b was supported 
only in one part, so was rejected. 
Table 4.48. Simple regression of cultural value orientation on MPA 
Independent 
Variables 
R 
Adjusted 
F value ip) B P t  value ip) 
Individualism .28 .08 .07 16.83 (.0001) .34 .28 4.10 (.0001) 
Value 
Collectivism .00 .00 -.00 0.00 (.965) 4.8E-03 .00 0.04 (.965) 
Value 
HI .08 .01 .00 1.43 (.234) -0.10 -.08 -1.19 (.234) 
VI .01 .00 -.00 0.01 (.929) -8.5E-03 -.01 -0.09 (.929) 
HC .01 .00 -.00 0.02 (.898) -7.7E-02 -.01 -0.13 (.898) 
VC .02 .00 -.00 0.12 (.734) 3.0E-02 .02 0.34 (.734) 
.V=205 
H6c: More collectivistic individuals will put more emphasis on behavioral and psychological 
trails when assessing female beauty, whereas more individualistic individuals will put less 
emphasis on behavioral and psychological traits. 
Six sets of simple regressions were conducted to ascertain the amount of variance in 
Female Behavioral and Psychological Traits (FBPT) by using Individualism Value, 
Collectivism Value, HI, VI, HC, and VC as predictive variables. Collectivism Value {t=%.19, 
/7=0.0001) was a statistically significant variable for the explanation of variance in FBPT, 
accounting for 27% of the variance (see Table 4.49). Individualism Value, HI, VI, HC, and 
VC were not significant variables for prediction of FBPT. The relationships between 
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Collectivism Value and FBPT were positive. More collectivism-oriented individuals put 
more imponance on FBPT than did less collectivism-oriented individuals. On the other hand. 
Individualism Value had no relationship with FBPT. Hypothesis 6c was supported only in 
part, so was rejected. 
Table 4.49. Simple regression of cultural value orientation on FBPT 
Independent 
Variables 
R R-
Adjusted 
F value (/?) B P t value (p) 
Individualism .05 .00 -.00 0.49 (.487) 3.3E-02 .05 0.70 (.487) 
Value 
Collectivism .52 .28 .27 77.31 (.0001) .45 .52 8.79 (.0001) 
Value 
HI .12 .01 .01 2.74 (.099) -7.8E-02 -.12 -1.66 (.099) 
VI .04 .00 -.00 0.33 (.567) -3.1E-02 -.04 -0.57 (.567) 
HC .01 .00 -.00 0.02 (.898) -7.7E-02 -.01 -0.13 (.898) 
VC .01 .00 -.00 0.01 (.924) -3.2E-03 -.01 -0.10 (.924) 
N=205 
H6d: More collectivistic individuals will put more emphasis on behavioral and 
psychological traits when assessing male attractiveness, whereas more individualistic 
individuals will put less emphasis on behavioral and psychological traits. 
Six simple regressions were conducted to ascertain the amount of variance in Male 
Behavioral and Psychological Traits (MBPT) by using Individualism Value, Collectivism 
Value, HI, VI, HC, and VC as predictive variables. Collectivism Value (/=5.26,/7=0.0001) 
was a statistically significant variable for the explanation of variance in MBPT, accounting 
for 12% of the variance (see Table 4.50). Individualism Value, HI, VI, HC, and VC were not 
significant variables for prediction of MBPT. Collectivism Value was significant variables 
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for prediction of MBPT. The relationship between Collectivism Value and MBPT were 
positive. More collectivism-oriented individuals put more importance on MBPT than did 
less collectivism-oriented individuals. On the other hand. Individualism Value had no 
relationship with. Hypothesis 6d was supported only in part, so was rejected. 
Table 4.50. Simple regression of cultural value orientation on MBPT 
Independent 
Variables 
R R^ 
Adjusted 
F value (p) B t  value (p) 
Individualism .02 .00 -.00 0.09 (.771) 1.6E-02 .02 0.29 (.771) 
Value 
Collectivism .35 .12 .12 27.65 (.0001) .34 .35 5.26 (.0001) 
Value 
HI .13 .02 .01 3.56 (.061) -0.10 -.13 -1.88 (.061) 
VI .09 .01 .00 1.79 (.182) -7.9E-02 -.09 -1.33 (.182) 
HC .09 .01 .00 1.55 (.215) 4.6E-02 .09 1.24 (.215) 
VC .04 .00 -.00 0.33 (.564) 3.2E-02 .04 0.58 (.564) 
N = 2 Q 5  
H7: More individualistic individuals will be more involved in individuality in dress, whereas 
more collectivistic individuals will be more involved in aesthetics, conformity and modesty in 
dress. 
H7a: More individualistic individuals will be more involved in individuality in dress, 
whereas collectivistic individuals will be less involved in individuality in dress. 
Six regressions were conducted by using Individualism Value, Collectivism Value, HI, 
VI, HC, and VC as predictive variables for PII individuality. Collectivism Value (r=3.97, 
/7=0.000I) was a statistically significant variable for the explanation of variance in PII 
individuality, accounting for 7% of the variance (see Table 4.51). Individualism Value, HI, 
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VI. HC. and VC were not significant variables for prediction of PII individuality. The 
relationship between Collectivism Value and PII individuality was positive. More 
collectivism-oriented individuals were more interested in PII individuality than were the 
collectivism-oriented individuals. Hypothesis 7a was rejected. 
Table 4.51. Simple regression of cultural value orientation on PII individuality in dress 
Independent 
Variables 
R R} 
Adjusted 
F value (p) B P  t value (p) 
Individualism .10 .01 .01 1.95 (.164) .12 .10 1.40 (.164) 
Value 
Collectivism .27 .07 .07 15.80 (.0001) .42 .27 3.97 (.0001) 
Value 
HI .01 .00 -.00 0.03 (.872) 1.4E-02 .01 0.16 (.872) 
VI .01 .00 -.00 0.01 (.928) 8.8E-03 .01 0.09 (.928) 
HC .08 .01 .00 1.25 (.265) -6.9E-02 .08 -1.12 (.265) 
VC .02 .00 -.00 0.10 (.754) 2.8E-02 .02 0.31 (.754) 
A^ = 205 
With regard to the Individuality factor of the interest/involvement measure, six 
simple regressions were conducted by using Individualism Value, Collectivism Value, HI, VI, 
HC. and VC as predictive variables. Individualism Value (r=4.8I, /7=0.0001) and 
Collectivism Value (/=2.21,p=0.028) were statistically significant variables for the 
explanation of variance in Individuality, accounting for 10% and 2% of the variance, 
respectively (see Table 4.52). HI, VI, HC, and VC were not significant variables for 
prediction of Individuality. The relationships between Individualism and Collectivism Value 
and Individuality in dress were both positive. More individualism-oriented individuals 
indicated more involvement in Individuality than did less individualism-oriented individuals. 
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Ai the same time, more collectivism-oriented individuals were also more interested in 
Individuality than were less collectivism-oriented individuals. However, the relationship 
was not as significant as between Individualism Value and Individuality. Hypothesis 7a was 
supported only when using Individualism Value and Collectivism Value as predictive 
variables.. 
Table 4.52. Simple regression of cultural value orientation on Individuality in dress 
Independent R R^ F value (p) B fi t  value (p) 
Variables Adjusted 
Individualism .32 .10 .10 23.14 (.0001) .36 .32 4.81 (.0001) 
Value 
Collectivism .15 .02 .02 4.88 (.028) .22 .15 2.21 (.028) 
Value 
HI .08 .01 .00 1.48 (.226) -9.5E-02 -.08 -1.22 (.226) 
VI .01 .00 -.00 0.00 (.947) -5.8E-03 -.01 -0.07 (.947) 
HC .13 .02 .01 3.32 (.070) 9.9E-02 .13 1.82 (.070) 
VC .03 .00 -.00 0.15 (.695) -3.1E-02 -.03 -0.39 (.695) 
N  = 205 
H7b: More collectivistic individuals will be more involved in aesthetics in dress, whereas 
more individualistic individuals will be less involved in aesthetics in dress. 
Six sets of simple regressions were conducted by using Individualism Value, 
Collectivism Value, HI, VI, HC, and VC as predictive variables for PII aesthetics. 
Collectivism Value (f=4.09,/>=0.0001) was a statistically significant variable for the 
explanation of variance in PII aesthetics, accounting for 7% of the variance (see Table 4.53). 
Individualism Value, HI, VI, HC, and VC were not significant variables for prediction of PII 
aesthetics. The relationship between Collectivism Value and PII aesthetics was positive. 
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More collectivism-oriented individuals were more interested in PII aesthetics than were less 
collectivism-oriented individuals. There was no relationship between Individualism Value 
and PII aesthetics. More individualism-oriented individuals were not necessarily less 
interested in PII aesthetics than were less individualism -oriented individuals. Hypothesis 7b 
was supported only in part; therefore, H7b was rejected. 
Table 4.53. Simple regression of cultural value orientation PII aesthetics on in dress 
Independent R F value ip) B t  value (p) 
Variables Adjusted 
Individualism .05 .00 -.00 0.43 (.512) 4.7E-02 .05 0.66 (.512) 
Value 
Collectivism .28 .08 .07 16.76 (.0001) .36 .28 4.09 (.0001) 
Value 
HI .00 .00 -.00 0.00 (.994) 5.7E-04 .00 0.01 (.994) 
VI .08 .01 .00 1.31 (.254) -9.0E-03 -.08 -1.14 (.254) 
HC .01 .00 -.00 0.01 (.912) -5.6E-03 -.01 -0.11 (.912) 
VC .01 .00 -.01 0.01 (.924) 6.9E-03 .01 0.10 (.924) 
.V=205 
With regard to the Aesthetics factor of the dress interest/involvement meeisure, six 
sets of simple regressions were conducted by using Individualism Value, Collectivism Value, 
HI, VI, HC, and VC as predictive variables. Collectivism Value (/=6.34,p=0.0001) and HI 
-2.02, /7=0.045) were statistically significant variables for the explanation of variance in 
Aesthetics, accounting for 16% and 2% of the variance respectively (see Table 4.54). 
Individualism Value, VI, HC, and VC were not significant variables for prediction of 
Aesthetics in dress. The relationships between Collectivism Value and Aesthetics were 
positive. More collectivism-oriented individuals indicated more interest in Aesthetics than 
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did less collectivism-oriented individuals. The relationships between VI and Aesthetics were 
negative. Individuals who were more vertical individualist, indicated less interest in 
Aesthetics than were the individuals who were less vertical individualistic. Again, 
hypothesis 7b was supported only in part. 
Table 4.54. Simple regression of cultural value orientation Aesthetics on in dress 
Independent R R} F value (p) B fi t  value {p) 
Variables Adjusted 
Individualism .11 .01 .01 2.52 (.114) 9.5E-02 .11 1.59 (.114) 
Value 
Collectivism .40 .16 .16 40.21 (.0001) .44 .40 6.34 (.0001) 
Value 
HI .14 .02 .02 4.07 (.045) -.12 -.14 -2.02 (.045) 
VI .00 .00 -.00 0.00 (.995) -5.6E-04 .00 -0.01 (.995) 
HC .10 .01 .00 1.79 (.183) 5.6E-02 .09 1.34 (.183) 
VC .06 .00 -.00 0.72 (.397) 5.2E-02 .06 0.85 (.397) 
yV = 208 
H7c:More collectivistic individuals will be more involved in conformity in dress, whereas 
more individualistic individuals will be less involved in conformity in dress. 
Six sets of regressions were conducted by using Individualism Value, Collectivism 
Value, HI, VI, HC, and VC as predictive variables. Individualism Value (/=2.08,/?=0.039) 
and Collectivism Value (/=3.25,/7=0.001) were statistically significant variables for the 
explanation of variance in PII conformity, accounting for 2% and 5% of the variance (see 
Table 4.55). HI, VI, HC, and VC were not significant variables for prediction of PII 
conformity. The relationships between Individualism Value and Collectivism Value and PII 
conformity were both positive. More collectivism-oriented individuals were more interested 
in PII conformity than were less collectivism-oriented individuals. More 
individualism-oriented individuals were also more interested in PII conformity than were 
less individualism-oriented individuals. However, the relationship was not as significant. 
H>'pothesis 7c was supported only in part; therefore, H7c was rejected. 
Table 4.55. Simple regression of cultural value orientation on PII conformity in dress 
Independent R R^ F value (p) B fi t  value (p) 
Variables Adjusted 
Individualism .15 .02 .02 4.34 (.039) .20 .15 2.08 (.039) 
Value 
Collectivism .22 .05 .05 10.57 (.001) .40 .22 3.25 (.001) 
Value 
HI .08 .01 .00 1.04 (.3.9) -.10 -.07 -1.02 (.309) 
VI .06 .00 -.00 0.68 (.411) -9.0E-02 -.06 -0.82 (.411) 
HC .02 .00 -.00 0.08 (.773) 2.0E-02 .02 0.29 (.773) 
VC .02 .00 -.00 0.07 (.790) 2.7E-02 .02 0.27 (.790) 
^•=204 
With regard to the Conformity factor of the interest/involvement measure, six 
regressions were conducted by using Individualism Value, Collectivism Value, HI, VI, HC, 
and VC as predictive variables. Individualism Value (f=2.33,p=0.021) was a statistically 
significant variable for the explanation of variance in Conformity, accounting for 2% of the 
variance (see Table 4.56). Collectivism Value, HI, VI, HC, and VC were not significant 
variables for prediction of individuality. The relationship between Individualism Value and 
Conformity was positive. More individualism-oriented individuals indicated more 
involvement in Conformity than did less individualism-oriented individuals. However, the 
relationship was not strong. Hypothesis 7c was supported only in part. 
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Table 4.56. Simple regression of cultural value orientation on Conformity in dress 
Independent 
Variables 
R R-
Adjusted 
F value (p) B t  value (p) 
Individualism .16 .03 .02 5.41 (.021) .18 .16 2.33 (.021) 
Value 
Collectivism .09 .01 .00 1.79 (.182) .13 .09 1.34 (.182) 
Value 
HI .13 .02 .01 3.33 (.070) -.14 -.13 -1.82 (.070) 
VI .00 .00 -.00 0.00 (.995) -5.6E-04 .00 -0.01 (.995) 
HC .07 .01 .00 0.95 (.330) 5.2E-02 .07 0.98 (.330) 
VC .01 .00 -.00 0.02 (.889) l.lE-02 .01 0.14 (.889) 
N = 208 
H7d: More colleciivist individuals will be more involved in modesty in dress, whereas more 
individualistic individuals will be less involved in modesty in dress. 
Six regressions were conducted to ascertain the amount of variance in PII modesty by 
using Individualism Value, Collectivism Value, HI, VI, HC, and VC as predictive variables. 
Individualism Value {t= -2.69,p=0.008) and Collectivism Value (/=3.07,/?=0.002) were 
statistically significant variables for the explanation of variance in PII modesty, accounting 
for 3% and 4%of the variance (see Table 4.57). HI, VI, HC, and VC were not significant 
variables for prediction of PII modesty. 
The relationships between Individualism Value and PII modesty were negative. More 
individualism-oriented individuals indicated less interested in PII modesty than were less 
individualism-oriented individuals. On the other hand, the relationships between 
Collectivism Value and PII modesty were positive. More collectivism-oriented individuals 
indicated more involvement in PII modesty than were less collectivism-oriented individuals. 
Hypothesis 7d was supported. 
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Table 4.57. Simple regression of cultural value orientation on PII modesty in dress 
Independent 
Variables 
R R' F value (p) 
Adjusted 
B t  value ip) 
Individualism .19 .03 .03 7.25 (.008) -.20 -.19 -2.69 (.008) 
Value 
Collectivism .21 .04 .04 9.41 (.002) .28 .21 3.07 (.002) 
Value 
HI .05 .00 -.00 0.49 (.485) -5.2E-02 -.05 -0.71 (.485) 
VI .09 .01 .00 1.51 (.221) -.10 -.09 -1.23 (.221) 
HC -06 .00 -.00 0.62 (.432) -4.1E-02 -.06 -0.79 (.432) 
VC .12 .02 .01 3.21 (.075) .13 .12 0.08 (.075) 
^'=205 
Summary of the results 
The results of the statistical analyses for Hypotheses 1 to 4 reported in the previous 
chapter aire summarized in Table 4.58. The summaries of results for Hypotheses 5 to 7 are 
presented in Table 4.59. 
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Table 4.58. Summary of the results for Hypothesis 1 to 4 
Hypothesis 1 to Hypothesis 4 
Independent Variable 
Dependent Variable 
Acculturation 
(High/Low) 
Acculturation 
(Continuum) 
Anglo 
Orientation 
Chinese 
Orientation 
H1 a: Individualism Value NS NS NS NS 
Hlb: Horizontal Individualism NS NS NS 
Hlc: Vertical Individualism NS NS NS NS 
Hid: Collectivism Value NS NS NS +»» 
H1 e: Horizontal Individualism NS NS NS NS 
Hlf: Vertical Individualism NS NS NS NS 
H2a: Body importance NS NS +• +** 
H2b: Body change NS NS NS NS 
H2c: Body satisfaction +*» +» +»• 
H2d: Body attitude NS NS +*** +*** 
H3a: Physical appearance for 
female beauty 
NS NS NS +* 
H3b: Physical appearance for 
male attractiveness 
NS NS NS NS 
H3c: Behavioral/psychological 
traits for female beauty 
NS NS NS +*** 
H3d: Behavioral and 
psychological traits for 
male attractiveness 
+»• NS NS +* 
H4a: PII Individuality in dress NS NS NS NS 
H4a: Individuality in dress NS NS NS +•* 
H4b; PII Aesthetics in dress NS NS NS 
H4b: Aesthetics in dress +» +» NS 4.»*» 
H4c: PII Conformity in dress NS +• NS +** 
H4c: Conformity in dress NS NS NS +** 
H4d: PII Modesty in dress NS NS NS NS 
Note. Entries indicate where significant relationship have been found: "+" = statistically 
significant positive relationship; = negative relationship; "NS" = not significant. 
*/7 = 0.05; »*/7 = 0.01; = 0.001. 
126 
Table 4.59. Summary of the results for Hypothesis 5 to 7 
Hypothesis 5 to Hypothesis 7 
Independent Variable 
Dependent Variable 
Individualism 
Valu 
e 
Collectivism 
Value 
HI VI HC VC 
H5a: Body importance +»» +*** NS NS NS NS 
H5b: Body change NS NS NS NS NS NS 
H5c: Body satisfaction +»»• NS NS NS NS 
H5d; Bodv attitude +••» NS NS NS NS 
H6a: Physical appearance 
for female beauty 
+»»• NS NS NS NS NS 
H6b: Physical appearance 
for male 
attractiveness 
+»»» NS NS NS NS NS 
H6c: Behavioral & 
psychological traits 
for female beauty 
NS NS NS NS +• 
H6d: Behavioral & 
psychological traits 
for male 
attractiveness 
NS +*** NS NS NS NS 
H7a: PII Individuality in 
dress 
NS NS NS NS NS 
H7a: Individuality in 
dress 
+*** +• NS NS NS NS 
H7b: PII Aesthetics in 
dress 
NS NS NS NS NS 
H7b: Aesthetics in dress NS +»»• _ •  NS NS NS 
H7c: PII Conformity in 
dress 
+» +»»» NS NS NS NS 
H7c; Conformity in dress +» NS NS NS NS NS 
H7d: PII Modesty in dress| NS NS NS NS 
Note. Entries indicate where significant relationship have been found: "+" = statistically 
significant difference or positive relationship; = negative relationship; "NS" = not 
significant. 
•/7 = 0.05; •*/? = 0.01; •••/? = 0.001. 
"HI": Horizontal Individualism 
"VI": Vertical Individualism 
"HC": Horizontal Collectivism 
"VC": Vertical Collectivism 
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CHAPTER 5. SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
This chapter provides a brief summary, general findings, interpretation of results, 
conclusions, and recommendations. Findings are compared with the results of previous 
research with similar or opposite findings. Interpretations are also made to explain or 
discuss why each relationship occurred. 
Summary of the Study 
The primary purpose of this study was to find out the effect of acculturation and 
cultural value orientation on immigrant Chinese Americans' body image, aesthetics for 
appearance, and dress involvement. The study provides insights about how Chinese 
American consumers' attitudes, behaviors, and values change in a culture different fi-om the 
one in which they grew up. Specifically, this study explored how Chinese Americans 
perceive their own bodies and evaluate their appearance as they live within a new host 
culture. In addition, this study investigated whether Chinese Americans' beauty standards 
and attitudes toward dress change and conform to the standards of the new culture. 
During the developmental stages of the survey instrument, the initial step was to 
decide the multiple-dimensions of each variable. With the help of focus group discussion 
and literature review, a 17-page instrument presenting both English and Chinese 
interpretations of items side by side was developed. The final instrument included 92 items 
on dress involvement, 88 items on beauty ideals, 39 items on feelings about the body, 37 
items on personal value orientation, and 33 items on acculturation characteristics. The final 
part of the instrument was a section on demographic and personal data. This section 
provided data related to the variables of age, gender, birthplace, education level, school 
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attendance in the U.S., marital status, years lived in the U.S., spouses' or partners' 
ethnicit}', residency status, occupation, and height and weight ~ both actual and ideal. 
Following telephone screening that verified the name and address of each 
participant and willingness to participate, the survey questionnaires were administered to a 
convenience sample of Chinese Americans residing in the U.S. A total of 209 participants 
completed the survey instrument, resulting in a response rate of 96.36%. 
Both descriptive and inferential analyses were conducted. Reliability of instruments 
was tested. Each of the proposed hypotheses was tested at the p=0.05 level. The 
systematic procedures throughout the study made it possible for the researcher to draw 
specific findings and conclusions. 
General Findings 
Statistical anzilysis of the survey responses provided usefiil information related to 
the demographics of the participants and their attitudinal perceptions in regard to 
acculturation, value orientation, body image, beauty ideals, and dress involvement. This 
section discusses demographic characteristics of survey participants and attitudinal 
perceptions of participants. 
Demographic Characteristics of Participants 
Nearly 59% of the participants were women and 40% were men, with the average 
age of 37 years old. Most of the participants came from Taiwan, with 28% from China and 
8% fi-om Hong Kong. They arrived in the U.S. between 1963 and 1998, with an average of 
11 years lived in the U.S. The majority of participants (90%) possessed a college 
education. Nearly 74% of the participants attended school in the U.S., with average of 2.9 
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years of attendance. 
Acculturation Characteristics among Chinese Americans 
As described in Keefe and Padilla (1987), the acculturation process could result in a 
continuum of acculturative possibilities, from the fully unacculturated to the fiilly 
acculturated, with the bicultural option somewhere in the middle. This research used this 
continuum linear model to operationalize acculturation. The results showed that almost all 
(99%) of the participants scored between Chinese oriented and bicultural. 
According to the classification of the two culture matrix model of acculturation 
(Keefe & Padilla, 1987), 55% of the participants were "bicultural" and 44% were 
"unacculturated." Only 1% was "acculturated," and none was "marginal." This finding 
confirms the observation of Caulfield (1974), that Chinese Americans have been a "culture 
of resistance" and hard to assimilate. Cheng (1994c) also indicated that immigrant Chinese 
strong ties with the country of origin might serve as a barrier to assimilation to new host 
cultures. Another possible reason is that the participants in this study were all first-
generation immigrant Chinese Americans who were not bom in the U.S. The first-
generation of immigrants was also found to be oriented to native culture in a study of 
Mexican Americans (Cuellar et al., 1995). However, the acculturation scores of first-
generation Chinese Americans in this study were much lower than scores of first-generation 
Mexican Americans in the Cuellar et al. study (1995). 
Male respondents were more acculturated than were female respondents. 
Respondents from Hong Kong had higher average acculturation scores than did 
respondents from China and Taiwan. Respondents from Teiiwan had the lowest mean 
acculturation score. 
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Cultural Value Orientation Characteristics among Chinese Americans 
A majority (96%) of participants in this study was collectivism-oriented. At the 
same time, 64% of those participants were also individualism oriented so that they were 
classified as "bi-value oriented." Male participants were more individualistic oriented than 
were female participants. The collectivism-oriented characteristics of Chinese Americans 
supported the previous findings about Chinese subjects (Hofstede, 1990; Markus & 
Kitayama, 1991). 
Interpretation of Results 
Acculturation Level 
The acculturation score was found to have no or very little predictive ability with 
regard to body image, aesthetics of appearance, and dress involvement. However, when 
using the two subscales of acculturation as separate variables, the predictive ability was 
increased. Both the Chinese orientation subscale (COS) and the Anglo orientation 
subscales (AOS) had statistically significant relationships with body satisfaction, 
importance of the body, and attitude towards the body. Among participants, COS was a 
significant predictor of collectivism orientation, aesthetics of appearance, and dress 
involvement (except modesty). 
The majority of Chinese Americans participating in this study had negative 
acculturation scores. They were "unacculturated" (very Chinese oriented) according to the 
Cuellar et al. (1995) measure. Due to the limited variation in acculturation, the effects of 
acculturation may not be significant. The interpretation of the results should be cautious. 
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Relationship between value orientation and acculturation 
Acculturation and AOS did not estimate any of the value orientations. The Chinese 
orientation scale did not predict Individualism Value, Vertical Individualism, Horizontal 
Collectivism and Vertical Collectivism. However, the Chinese orientation scale had 
significant predictive ability with regard to Horizontal Individualism and Collectivism 
Value. Highly Chinese-oriented individuals put less importance on Horizontal 
Individualism and more emphasis on Collectivism Value. 
Relationship between body image and acculturation 
The acculturation score was only related to body satisfaction. More highly 
acculturated individuals had higher mean scores in body satisfaction than did less 
acculturated individuals. 
Both AOS and COS significantly estimated body importance, body satisfaction, and 
body attitude. More Anglo-oriented individuals and more Chinese-oriented individuals 
both indicated greater body satisfaction than did less Anglo-oriented and Chinese-oriented 
individuals respectively. The possible explanation might be that participants in this study 
were bi-cultural, therefore, their perspectives about their bodies were broader, focusing on 
the physical as well as chi' aspects of the body and combining both perspectives from 
native and new host culture. 
Relationship between aesthetics of appearance and acculturation 
Less acculturated individuals placed more importance on Behavioral and 
Psychological Traits than more highly acculturated individuals did when assessing male 
attractiveness. More Chinese-oriented individuals put more emphasis on behavioral and 
psychological traits when assessing female beauty and male attractiveness than did less 
132 
Chinese-oriented individuals. These findings correspond to the findings of Cheng (1994a) 
and Thakerar and Iwawaki (1979) that Chinese respondents attributed more importance to 
functional items and psychological traits (e.g., confidence, intelligence, humor) when 
assessing beauty ideals, whereas U.S. respondents placed more importance on the physical 
parts (e.g., face, weight, height). Beauty ideals were found not only related to physical 
appearance but also included personal characteristics that fostered interpersonal 
relationships (e.g., friendliness, thoughtfiilness, manners of talking) as among African 
Americans studied by Parker et al. (1995). The emphasis on Behavioral and Psychological 
Traits reflected Chinese aesthetics of paying less attention to the object and substance, but 
focusing more on function, relationship and rhythm (Zehou, 1991). Traditional Chinese 
aesthetics for human appearance are more focused on the spiritual aspect of body and 
harmony with nature rather than emphasizing the material form of the body (Rowland, 
1964). 
Relationship between dress involvement and acculturation 
Acculturation had no relationship to the involvement of individuality in dress. COS 
was significant at estimating individuality involvement in dress. The relationship between 
Fashion/Individuality and COS was positive. More Chinese-oriented individuals put more 
emphasis on individuality in dress than did less Chinese-oriented individuals. In recent 
years. Western thought and ideology, often transmitted through media, have had an 
influence on cultural changes in many Chinese societies. This global modemization may 
be reflected through the interest in uniqueness and fashionability in dress. 
There were statistically significant differences between more highly acculturated 
and less acculturated individuals on involvement in dress aesthetics. Less acculturated 
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individuals were more involved in aesthetics than more highly acculturated individuals 
were. COS had significant predictive ability for aesthetic involvement in dress. More 
Chinese-oriented individuals were more involved in aesthetics in dress than were less 
Chinese-oriented individuals. 
The higher involvement in aesthetics of dress for more highly Chinese-oriented 
individuals corresponds with the findings of Tse (1996) that Chinese respondents paid more 
attention to aesthetics in dress than did the U.S. respondents. Chinese oriented consumers 
are more involved in aesthetics could be due to cultural emphasis on the importance of 
aesthetics in Chinese society. 
As also expected, individuals who maintain more Chinese culture orientation were 
more likely to be involved in conformity in dress rather than individuality. Because of the 
collectivism value in Chinese society, individuals are expected to be more concerned with 
fitting into groups or society to accomplish an interdependent self-identity. Behaving 
appropriately and not deviating fi-om the group is strongly valued in Chinese societies (Sun, 
1990). Therefore, more Chinese-oriented individuals were more likely to want to dress 
more like their peers or group members for obtaining recognition and acceptance. The 
conformity involvement of Chinese-oriented consumers may be motivated by need to 
achieve self-esteem and by the need for superior social status and social identity in the eyes 
of their peers (Tse, 1996). Chinese consumers emphasis on conformity in dress may be 
related to the personal value of "saving face" among people. Chinese consumers tend to 
use clothing as their "personal front" to gain respect from others. 
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Cultural Value Orientation 
Cultural value orientation had a stronger relationship than did acculturation level to 
beauty ideals and dress involvement. Factors of value orientation (i.e.. Individualism 
Value, Collectivism Value) in the belief measure were better than the scores of the scenario 
measure at detecting relationships with other variables. 
Relationship between body image and cultural value orientation 
Both Individualism and Collectivism Values were significantly related to body 
importance, body satisfaction and body attitude. More individualistic individuals and more 
collectivislic individuals both indicated greater body satisfaction and more positive attitude 
toward the body than did less individualism- and collectivism-oriented individuals 
respectively. The scenario measure had no relationship with body image. The possible 
interpretation for these results might be the bi-value characteristics of the participants. 
While maintaining the perspectives on the body from their native culture, participants also 
received new perspectives about the body from the host culture. Therefore, they fostered 
more positive body image due to the broader perspectives about body image. They had 
more dimensions to use in assessing body image. 
Relationship between aesthetics of appearance and cultural value orientation 
Individualism Value was related to emphasis on Female Physical Appearance and 
Male Physical Appearance when assessing female beauty and male attractiveness, 
respectively. The relationships were positive. More individualism-oriented individuals 
indicated more emphasis on Female Physical Appearance and Male Physical Appearance 
in judging beauty and attractiveness than did less individualism-oriented individuals. 
European aesthetics for himian appearance traditionally were more focused on formal 
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aspects of objects than were Chinese aesthetics (Zehou, 1991). U.S. culture has been 
recognized as individualism-oriented (Markus & Kitayama, 1991). Beauty standards in the 
U.S. often only focus on physical appearance such as thinness, body shape, hair, and 
weight (Freeman, 1986; Keating, 1985). More individualism-oriented individuals have 
more similar values to U.S. culture and may therefore adapt U.S. beauty standards for 
assessment. 
Collectivism Value was related to emphasis on behavioral and psychological traits 
when assessing female beauty and mzile attractiveness. The relationship was positive. 
More collectivism-oriented individuals indicated more emphasis on behavioral and 
psychological traits when assessing female beauty and male attractiveness than did the less 
collectivism-oriented individuals. Similarly, individuals who had higher Vertical 
Collectivism placed more importance on behavioral and psychological traits when 
assessing female beauty. Collectivistic individuals obtain their identity from group 
recognition. This may explain why more collectivism-oriented individuals put more 
importance on traits such as friendliness, thoughtfulness, or manner of talking that are 
important for interpersonal relationships. 
Relationship between dress involvement and cultural value orientation 
Both Individualism and Collectivism Values were positively related to individuality 
and fashion in dress. However, Individualism Value was more significantly related than 
was Collectivism Value. The possible interpretation for collectivistic individuals' 
involvement in individuality in dress is that the need to be fashionable or unique may be a 
characteristic of modem collectivist societies. Collectivistic individuals may be more 
comfortable to dress uniquely and fashionably to get respect from others when they are part 
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of the group. Another possible consideration is that semantic and interest/involvement 
measures produced different resuUs when measuring the same dimension of dress 
involvement for individuality. Chinese American respondents indicated high involvement 
in PII individuality and fashion, but low involvement in Fashion/Individuality of the 
interest/involvement measure. Chinese American respondents' interpretation of 
"individuality" in the PII measure might not be the same as the concepts that were defined 
in the full sentence items of the interest/involvement measure. 
Collectivism Value was significantly related to aesthetics involvement in dress. The 
relationship was positive. For both the PII semantic and interest/involvement measures, 
more collectivism-oriented individuals indicated more involvement in aesthetics in dress 
than did the less collectivism-oriented individuals. However, the relationship between 
Horizontal Individualism and aesthetics in dress was negative. Individuals who had higher 
Horizontal Individualism expressed less involvement in aesthetics in dress. Collectivistic 
individuals may use aesthetics of dress to be an expression of personal superior taste and to 
gain recognition or respect from other group member. Or they may maintain more of the 
aesthetic values of traditional Chinese culture. 
Individualism and Collectivism Values both predicted involvement in conformity in 
dress. However, Collectivism Value was a stronger predictor of PII conformity in dress. 
The dimension of "conformity" in the PII measure might not be the same as the types of 
Conformity that were represented in the interest/involvement items. Collectivistic 
individuals' self constructions are relatively dependent on social contexts. Fitting-in and 
belonging to a group may be achieved by conforming in dress with their peers. 
More collectivistic individuals were more involved in modesty in dress than were 
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more individualistic individuals, according to correlations with the PII modesty score and 
Modesty score. Both Individualism and Collectivism Values were related to modesty in 
dress. However, the relationship was negative between Individualism Value and modesty, 
whereas the relationship was positive between Collectivism Value and modesty. People in 
collectivistic societies might be more conservative than people in individualistic societies. 
Due to collectivistic individuals' care of other's attitudes toward them, collectivistic 
individuals would not want to wear clothing that reveals too much of the body. They 
would not want to attract so much attention to the self, especially when revealing the body 
was not positively valued and accepted in collectivistic societies. 
Conclusions 
Acculturation, as measured by the continuum linear construct, may not be a 
profound determinant of immigrants' values, perceptions and behaviors, especially for the 
first-generation of immigrants. The norms immigrants learned in early life might be highly 
resistant to change even when they live in a new host environment in which the customs, 
values, and beliefs are different from the one in which they grew up. The experience of co­
existing multi-ethnic groups in the U.S. may facilitate the persistence of ethnic culture 
regardless of the forces of acculturation (Petersen, Novak & Gleason, 1980). 
Measurement of acculturation level by using a single score should be cautiously 
considered. Clark and Hofsess (1998) pointed out that "similar scores on a standard 
acculturation instrument do not eliminate the possibility of identified subgroups 
maintaining strong differences in patterns of behavior and interaction" (p. 55). For 
example, two different individuals may achieve an identical score on a standard 
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acculturation rating scale, yet they may differ in many ways. Clark and Hofsess (1998) 
further claimed that an acculturation instrument designed to yield a total acculturation score 
does not necessarily reflect the social, political, and interpersonal context in which the 
acculturation process proceeds and recedes for an individual over time. Researchers should 
cautiously avoid the tendency to obsess on the indicators of acculturation while ignoring 
how people manifest acculturation within specific social settings (Clark & Hofsess, 1998). 
In addition, the preexisting measure may not get at all crucial components of the 
acculturation construct. Finally, subtraction of COS from AOS may be meaningless. 
Individuals can hold two cultures at one time, making the two scores non-additive. 
The profound relationships of the Chinese orientation score rather than the Anglo 
orientation score to body image, aesthetics for appearance, and dress involvement implies 
that the degree of maintaining native culture and identity is the strong key to understand 
first-generation immigrants' behaviors and perceptions. The degree of contact with and 
adoption of the new host culture may not be as strong a determinant of first-generation 
immigrants' behaviors, attitudes, and involvements. 
Overall, cultural value orientations (e.g.. Individualism and Collectivism Values) 
had strongest relationships with beliefs, attitudes, and involvement. Cultural values were 
not only related to consumption behaviors such as shopping orientation (Ownbey, 1991) 
and customer satisfaction (Yau, 1994) but also foimd to be strongly related to body image, 
beauty ideals, and dress involvement in this study. Cultural value orientations have been 
recognized as a starting point for understanding differences in cultures and for 
understanding what, how, and why people buy (McCarty, 1996). However, when 
interpreting the findings, we should notice that individualism and collectivism coexist in 
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most societies (Triandis. 1996). All individuals carry both individualist and collectivist 
cognition, but they sample them with different probabilities, depending on the situation 
(Triandis, 1995). The individualism/collectivism construct is useful for comparing 
differences among cultures and among individuals and populations within a particular 
culture (Watlins & Liu, 1996). Although members of each culture tend to exhibit their 
respective cultural pattern, I should note that there are also individual differences within a 
cultiire. It is important for consumer behavior researchers to understand the within-culture 
differences among individuals on the individualism and collectivism dimensions. 
Researchers should note that there are also national differences within the Chinese 
populations. There are many distinct groups in the Chinese population such as people from 
China, Hong Kong, and Taiwan. Although these societies share the collectivism value in 
general, each society still has cultural uniqueness in application of the value. 
Consumer researchers should also note the effects of modernization on the changes 
of cultural values. In recent years, U.S. and European thought and ideology have had an 
influence on the cultural changes in many Chinese societies in Asia. To understand 
contemporary Chinese American consumers, there is a need to investigate the influence of 
culture change on contemporary Asian Chinese cultural values and consumption behaviors. 
From this investigation of Chinese American consumers, we can extend the findings 
to other ethnic groups and cultures. Ethnicity is a dynamic, changing concept that is not 
static but is constantly being created (Anderson, 1983), especially when an individual 
moves to a new culture. To understand ethnic culture of an individual, we should look 
beyond merely the differences and the unique characteristics from the original culture. We 
need to examine immigrant ethnic culture as composed of heritage from the original culture. 
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as well as a manifestation of responses and adaptations to cope with demands from the 
contemporary life situation in a new culture. 
Involvement Measures 
The Pll/semantic differential scale measures of involvement had medium to low 
convergent validity with the interest/involvement measures. It is likely that these two 
measures did not tap exactly the same type of involvement. For example, participants' 
interpretation of "individuality" in PII might not be the same as the concepts that were 
defined by the researcher in interest/involvement items. Cultural perspectives on the 
definition of individuality in dress should be further considered. 
Previous researchers indicated that situation of end use will determine the 
importance of each involvement dimension (Bloch & Richins, 1983; Zaichkowsky, 1986). 
The Pll/semantic differential scale was more abstract than the more situation specific 
interest/involvement items. Abstractness allows broader interpretations of the term for 
respondents, but could also foster greater uncertainty in responses. On the other hand, a 
specifically worded interest/involvement measure may limit thinking to the more specific 
situations embedded in the statements. Respondents may also have been more aware of 
social desirability when responding to an interest/involvement statement. 
The results of this study gave evidence that collectivistic individuals rated the items 
in the PII semantic and interest/involvement measures of dress involvement differently for 
conformity, fashion and individuality. Participants tended to give higher ratings on the PII 
semantic measures than on interest/involvement measures of aesthetics, conformity, 
fashion, and individuality. For example, the mean score in involvement of fashion and 
individuality in dress of the PII semantic scale (Af= 5.07) was much higher than the mean 
141  
score of the interest/involvement measure of fashion and individualit>' involvement (A/= 
2.74). According to the PII semantic measures, Chinese Americans participating in this 
study tended to be highly involved in fashion and individuality of dress. However, they 
indicated less involvement in fashion and individuality in the interest/involvement 
measure. The abstract characteristics of the PII semantic measure could not insure that 
respondents interpreted and defined the key concepts the same as the researcher did in the 
interest/involvement measure. But the worded interest items may have been too limiting 
and may not tap the fiill concept. 
Another problem with the PII semantic measure is that some respondents in this 
study were not familiar with how to answer the multi-item semantic differential scales. 
Some respondents only rated one semantic item in the list of 10 that they thought 
appropriate for the key concept in the question. Researchers should be more careful in 
providing sufFicient instruction. 
Body Image and Ideals 
Body Importance was more informative than the traditional Body Satisfaction 
variable for the analyses in this research. It could be that body "importance" is a wording 
more congruent for Chinese respondents, or that body satisfaction does not measure 
feelings about the body as suggested in previous research (Cash & Brown, 1989). The 
Body Attitude score that combines Body Importance and Body Satisfaction was also 
useful. More work on developing valid measures of body image and measures that are 
culturally relevant is in order. This research points to some possible direction to go. 
Body change was not related to acculturation level, AOS, COS, individualism, and 
collectivism values. Overall, Chinese Americans in this research expressed low desire for 
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changing their bodies. Unlike women in the U.S. who often express dissatisfaction with 
their body sizes and images (Galgan & Mable, 1986; Hallinan, 1991), both Chinese 
American men and women tended to express moderate satisfaction with their bodies. This 
phenomenon may be related to the traditional Chinese belief that an individual's body is 
from his/her parents; therefore, an individual should protect her/his body from any harmful 
means and accept it as given. In addition, unlike the emphasis of materialism and 
separation of body from mind in European/U.S. cultures, the Chinese concept of body 
emphasizes the inseparableness, and oneness of body and mind that is achieved through 
personal self-culturation (Nagatomo, 1992), not through changes in the outside forms of the 
body. Another explanation is that Chinese people tend to emphasize the importance of 
maintaining harmony with nature, so they would have low intention and desire to change 
the natural body appearance and would likely want to be oneself. "Being oneself and 
"being natural" were also found to be two highly loaded items in the assessment of beauty 
ideals for men and women. 
This research also contributes to development of a reliable instrument for aesthetics 
of appearance. The instrument broadens the concepts and dimensions of the standard for 
physical beauty beyond only physical appearance and attributes that were identified in 
previous U.S. quantitative research (Budge, 1981; Franzoi et al., 1987; Gamer et al., 1980; 
Jackson et al., 1986; Silverstein et al., 1986). This beauty measurement developed through 
literature search, focus group, and quantitative assessment includes not only physical 
appearance items but also includes personality characteristics, behavioral, ftmctional, and 
psychological traits. The results correspond to the findings of Cheng (1994a) and Parker et 
al. (1995) in which physical parts were not the only important components in assessing 
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physical beauty. For some ethnic groups (e.g., Chinese, African Americans), personality, 
behavior, and psychological traits were considered essential components in beauty ideals. 
The findings of this research provides insights into the findings of Fallon (1990), who 
claimed that an individual's perception of what is ideal is influenced by the identification 
with one's cultural group (whether it be native or adopted). 
General Contributions 
The multiple-measures approach of this study was useful in detecting validity of 
measures and in uncovering diverse findings using multiple approaches to measuring 
variables. The way the researcher develops and presents instruments to respondents 
influences how the results are shaped. The investigation of convergent validity between 
two measures also provides useful information to discover the imderlying problems and 
limitations of instruments. 
Practical Implications 
This research provides insights for apparel professionals such as advertising 
agencies, manufacturers, retailers and publishers of magazines who target Chinese 
Americans or other ethnic consumers. For example, the findings of this research could 
improve the effectiveness of advertisements for apparel and beauty products. Previous 
studies indicated that persuasive effectiveness of advertising content might vary across 
cultures (Aaker & Maheswran, 1997; Han & Shavitt, 1994). Advertising appeals 
emphasizing individualistic benefits were more persuasive in individualistic cultures (e.g.. 
United States) than they were in collectivistic cultures (e.g.. Hong Kong, Korea) (Aaker & 
Maheswran, 1997; Han & Shavitt, 1994). Chinese Americans in this study corresponded 
with previous findings that Chinese subjects are strongly collectivistic and tend to hold an 
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interdependent view of the self that emphasizes connectedness, social context, and 
relationships (Hofstede, 1990; Singelis, 1994; Triandis, 1989). As a result, this cultural 
value orientation may influence how Chinese American consimiers, at least first generation, 
process advertising information. Apparel and beauty product advertising agencies could 
develop advertisements that emphasize family or in-group benefits to achieve effective 
persuasion. Aaker and Maheswran (1997) suggested that communicator trustworthiness or 
source credibility might be more important in collectivist compared to individualist cultures. 
Advenisement effectiveness may be greater if the compromise cues are based on in-group 
members or highly respected individuals for Chinese American consumers. 
Apparel and beauty professionals should understand the diverse ideals of beauty 
held in the U.S. Emphasizing non-physical components of beauty in advertising of apparel 
and cosmetics may attract certain ethnic community groups. Moreover, knowing and 
promoting diverse images of beauty ideals could have implications for changing the present 
culturally restrictive images about beauty in the U.S. 
Limitations 
This study has focused on a very specific group of Chinese Americans who are 
first-generation immigrants from China, Taiwan, and Hong Kong, arriving in the U.S. 
between 1963 and 1998. Their acculturation level, values and behaviors might be limited 
and different from other groups of Chinese Americans who are from other regions, age 
groups, educational levels and generation status. In addition, the sample may over-
represent Christian Chinese. Therefore, over-interpretation of the results should be avoided. 
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Although focus groups were used in the early stage for providing information to 
enhance and modify some sections of the instrument (e.g., aesthetics for appearance), this 
was a quantitative study using a survey instrument. The concepts embedded in some parts 
(e.g.. acculturation) of the questionnaire were adopted from previous existing instruments 
used for studies of different ethnic groups. The items used in the questionnaire may supply 
ideas and concepts to respondents that are not normally used by respondents. Some results 
may not reflect ideas that are representative of respondents' everyday thinking. The results 
therefore were limited. 
Due to the limitations of this study, a theoretical model could be conceptualized and 
developed in the present research. However, this research provides a basis for further study 
of theoretical paradigms across cultures. 
Recommendations for Future Research 
Future research should include a larger, randomized sample across the U.S. to obtain 
more extemally valid results. In addition, fiiture research should include several 
generations of immigrants and U.S.-bom Chinese Americans to obtain more variation on 
the effects of acculturation. 
The measure of acculturation characteristics should not emphasize a one-dimension 
continuum linear model. Individual's prior culture is not overwritten by a new culture, and 
preexisting traits are not replaced entirely. The two culture matrix model of acculturation 
may be more effective in predicting individuals' behaviors. In fact, researchers, when 
conducting a study, should consider the idea of multidimensional acculturation in relation 
to specific traits. Multidimensional acculturation is a concept of selective acculturation that 
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individuals do not belong to one particular category for every aspect of behavioral 
characteristics, psychological traits, values, or beliefs. Individuals adopt certain strategic 
traits (e.g.. learning the language of the host culture), while maintaining other traditional 
cultural values and patterns (e.g., native foods, music preferences, child-rearing practices, 
family organization) (Keefe & Padilla, 1987). 
This study was an attempt to find out the effect of accultiu^tion and cultural value 
orientation on first generation Chinese Americans' body image, aesthetics of appearance, 
and dress involvement. Chinese Americans experience the interaction of both native and 
host cultures while living in the U.S., so it would be interesting to find out whether their 
perceptions would change after further contact with the host U.S. culture. Longitudinal 
research with immigrants would help understand the acculturation process as it influences 
thinking about the body and dress. 
The information obtained fi-om focus groups in this study provided useful 
information for wording and modifying the existing instruments according to the 
perceptions of targeted ethnic consumers. Deeper understanding of Chinese Americans' 
body image, aesthetics of appearance, and dress involvement would be enhanced by 
qualitative studies using one-to-one interviews. A qualitative approach could get at how 
Chinese Americans think about ethnic identity and the meanings of individuality, fashion, 
conformity, beauty, and body image. 
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APPENDIX A. SURVEY INSTRUMENT 
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I. DRESS INVOLVEMENT 
The following questions measure a person's involvement or interest in dress. Circle the 
number that best describes your answer 
A. To me, fashion in dress is: • • 
1. Unimportant -3 -2 -1 0 +1 +2 +3 Important 
2. Boring -3 -2 -1 0 +1 +2 +3 Interesting 
3. Irrelevant -3 -2 -1 0 +1 +2 +3 Relevant 
4. Unexciting -3 -2 -1 0 +1 +2 +3 Exciting 
5. Means nothing -3 -2 -1 0 +1 +2 +3 Means a lot to me 
6. Unappealing -3 -2 -1 0 +1 +2 +3 Appealing 
16AW 
7. Mundane 
mm6^ 
-3 -2 -I 0 +1 +2 +3 Fascinating 
8. Worthless -3 -2 -1 0 +1 +2 +3 Valuable 
9. Uninvolving 
^0m6^ 
-3 -2 -1 0 +1 +2 +3 Involving 
10 Not needed -3 -2 -1 0 +1 +2 +3 Needed 
nggflti 
B. To me, comfort in dress is: 
1. Unimportant -3 -2 -1 0 +1 +2 +3 Important 
2. Boring -3 -2 -1 0 +1 +2 +3 Interesting 
3. Irrelevant -3 -2 -I 0 +1 +2 +3 Rdewit 
4. Unexciting -3 -2 -1 0 +1 +2 +3 Exciting 
fuai^ 
5. Means nothing -3 -2 -1 0 +1 +2 +3 Means a lot to nne 
6. Unappealing -3 -2 -1 0 +1 +2 +3 Appealing 
mA6^ 
7. Mundane -3 -2 -1 0 +1 +2 +3 Fascinating 
a§Ae5 
8. Worthless -3 -2 -1 0 +1 +2 +3 Valuable 
9. Uninvolving 
^0m6^ 
-3 -2 -1 0 +1 +2 +3 Involving 
0m6^ 
10 Not needed -3 -2 -1 0 +1 +2 +3 Needed 
1 
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C To me, fitting in with othws through dress is: 
mnmrn • 
1. Unimportant -3 -2 -1 0 +1 +2 +3 Important 
2. Boring -3 -2 -1 0 +1 +2 +3 Interesting 
3. Irrelevant -3 -2 -1 0 +1 +2 +3 Relevant 
fSNdl; 
4. Unexciting -3 -2 -1 0 +1 +2 +3 Exciting 
5. Means nothing -3 -2 -1 0 +1 +2 +3 Means a lot to me 
6. Unappealing -3 -2 -1 0 +1 +2 +3 Appealing 
i&AW 
7. Mundane -3 -2 -1 0 +1 +2 +3 Fascinating 
8. Worthless -3 -2 -1 0 +I +2 +3 Valuable 
9. Uninvolving -3 -2 -1 0 +1 +2 +3 Involving 
#916^ 
10 Not needed -3 -2 -1 0 +1 +2 +3 Needed 
HIKW 
D. To me, modesty in dress is: 
mnmn • EB69ESSSjE-
1. Unimportant -3 -2 -1 0 +1 +2 +3 Important 
2. Boring -3 -2 -1 0 +1 +2 +3 Interesting 
3. Irrelevant -3 -2 -1 0 +1 +2 +3 Relev»t 
4. Unexciting -3 -2 -1 0 +1 +2 +3 Exciting 
5. Means nothing -3 -2 -1 0 +1 +2 +3 Means a lot to me 
6. Unappealing -3 -2 -1 0 +1 +2 +3 Appealing 
l&Afi9 
7. Mundane -3 -2 -1 0 +I +2 +3 Fascinating 
a§A«j 
8. Worthless -3 -2 -1 0 +1 +2 +3 Valuable 
9. Uninvolving -3 -2 -1 0 +1 +2 +3 Involving 
09m 
10 Not needed -3 -2 -1 0 +1 +2 +3 Needed 
Modesty in dress - Avoiding clothing 
that reveals too much of the body. 
m^mm-
2 
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E. To me, individualitv in dress b: 
1. Unimportant -3 -2 -1 0 +1 +2 +3 Important 
2. Boring -3 -2 -1 0 +1 +2 +3 Interesting 
3. Irrelevant -3 -2 -1 0 +1 +2 +3 Relevant 
4. Unexciting -3 -2 -1 0 +1 +2 +3 Exciting 
5. Means nothing -3 -2 -1 0 +1 +2 +3 Means a lot to me 
6. Unappealing -3 -2 -I 0 +I +2 +3 Appealing 
mxm 
7. Mundane -3 -2 -1 0 +1 +2 +3 Fasdiudng 
atAw 
8. Worthless -3 -2 -1 0 +1 +2 +3 Valuable 
9. Uninvolving -3 -2 -1 0 +1 +2 +3 Involving 
10 Not needed -3 -2 -1 0 +1 +2 +3 Needed 
F. To mc, aesthetics in dress is: 
1. Unimportant -3 -2 -1 0 +1 +2 +3 Important 
2. Boring -3 -2 -1 0 +1 +2 +3 
.sjpCM J 
Interesting 
W«I«J 
3. Irrelevant -3 -2 -1 0 +1 +2 +3 Relevant 
4. Unexciting -3 -2 -1 0 +1 +2 +3 Exciting 
foai^ 
5. Means nothing -3 -2 -1 0 +1 +2 +3 Means a lot to me 
mmm&^ 
6. Unappealing -3 -2 -I 0 +1 +2 +3 Appealing 
^l&A05 
7. Mundane -3 -2 -1 0 +1 +2 +3 Fasdnating 
a§Afi^ 
8. Worthless -3 -2 -1 0 +1 +2 +3 Valuable 
9. Uninvolving -3 -2 -1 0 +1 +2 +3 Involving 
10 Not needed -3 -2 -1 0 +1 +2 +3 Needed 
Aesthetics in dress — The attractiveness, 
beauty, artistic aspects of dress. 
3 
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G. Please circle the number that best describes your feelinp about each statement 
below. 
Strongly 
Disagree 
1 2 3 4 5 6 7  Strongly 
Agree 
1. I wear clothes that evoyone is wearing even 
though thQT may not look good on me. 
2. I would fed embarrassed to wear clothes that are 
tighL • 
3. I am extremely sensitive to the texture of the 
fabrics in my clothing. 
ummmm -
4. I buy clothes that are pleasing to look at 
5. When I buy a new article of clothing I try to buy 
something similar to what my friends are 
wearing. 
1 2 3 
2  3  
2  3  
2 3 
2 3  
6 7 
6 7 
6 7 
6 7 
6 7 
I would feel embarrassed to wear clothes that 
reveal too much of my body. 
I don't care how my clothing looks as long as it 
is comfortable. 
6. 
7. 
8. Clothing that is attractive or aesthetically 
appealing is important to me. 
9. I am uncomfortable when my clotfies are 
different from all others at a party. 
2  3  
2  3  
2  3  
2  3  
6 7 
6 7 
6 7 
6 7 
10. When new fashions appear on the market, I am 
one of the first to own them. 
im' ^ s«5fe#iw • 
I ]. I mix and match clothing items carefully to 
create attractive outfits. 
I Afi51IR 
4 
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Strongly 
Disagree 
1 23 A 5 61 Strongly 
Agree 
^ 4mmm 
12. I try to buy clothes that are unusual. 
13. The way my clothes feel on my body is 
important to me. 
14. I pay a lot of attention to pleasing color 
combinations. 
15. I like to try things just because they are nevi-. 
Rmmmmmfm • ^mswctm • 
16. I feel more a part of my group if I am dressed 
like my friends. 
17. I read fashion magazines. ° 
18. I like to spend time accessorizing an outfit to 
achieve attractive combination. 
19. I wear clothing fads that are popular even though 
they may not be as becoming to me. 
1 
20. 
21. 
22. 
The way I look in my clothes is important to me. 
6^ '  
I get new clothes for a special occasion if the 
clothes I have are not the type my friends will be 
wearing. 
I avoid wearing certain clothes because they do 
not make me feel distinctive. 
23. Style or design of the garment is inq>ortant to me. 
24. I would rather miss something than wear clothes 
that are not really appropriate. 
ES • 
2 
2 
3  4  5  6  7  
3  4  5  6  7  
3  4  
3  4  
3  4  
3  4  
3  4  
3  4  
3  4  
3  4  
5 
5 
6  7  
6  7  
6  7  
6  7  
6  7  
6  7  
6  7  
6  7  
3  4  5  6  7  
3  4  5  6  7  
3  4  5  6  7  
5 
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Strongly 1 2 3 4 5 6 7 Strongly 
Disagree ^ ^ Agree 
25. I enjoy wearing very difierent clothing even 
though I attract attention. I Ali 
M' -
1 2 3 4 5 6 7 
26. I try to dress like others in my group so that 
people will know we are fhends. 
1 2 3 4 5 6 7 
27. Before purchasing clothing, I carefully assess 
whether the item looks good on me. 
• a#/jN'C,>ifeFFfefRSdg^ 
1 2 3 4 5 6 7 
28. I have gone places and then wished after I got 
there that I had not gone because my clothes 
were not suitable. ' B 
1 2 3 4 5 6 7 
29. I have clothes that I don't wear because everyone 
else has them. 
° 
1 2 3 4 5 6 7 
30. J usually have one or more outfits of the latest 
style. • 
1 2 3 4 5 6 7 
31. I check with ray friends about v^iat they are 
wearing to a gathering before I decide what to 
wear. 
Iti • • 
1 2 3 4 5 6 7 
32. Color in clothing I wear is very important to me. 1 2 3 4 5 6 7 
a BEAUTY IDEAL 
A. How important b each of the following ideas to your definition of beauty in 
WOMEN? "H" 
Voy 1 2 3 4 5 6 7 Veiy 
Unimportant Important 
^ ^ 
1. Personality 1 2 3 4 5 6 7 
2. Hair (color, thickness, texture) WSt 1 2 3 4 5 6 7 
3. Knowledgeable jglSKM 1 2 3 4 5 6 7 
6 
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Very 1 2 3 4 5 6 7 Veiy 
Unimportant Important 
4. Overall appearance 2 3 5 6 7 
5. Humor 2 3 5 6 7 
6. Physical stamina 2 3 5 6 7 
7. Culture 2 3 5 6 7 
8. Muscle tone 2 3 5 6 7 
9. Height MrM 2 3 5 6 7 
10. Being perfect 2 3 5 6 7 
11. Upper legs (thighs) 2 3 5 6 7 
12. Temperament 2 3 5 6 7 
13. Agility 2 3 S 6 7 
14. Femininity jfiHc * 2 3 5 6 7 
15. Lower legs (knee, caKes, anklcsVjNS 2 3 5 6 7 
16. Being oneself 2 3 5 6 7 
17. Attitude ISS 2 3 S 6 7 
18. Face (facial features, complexion)^!^ 2 3 5 6 7 
19. Goodness 2 3 5 6 7 
20. Neatness 2 3 5 6 7 
21. Overall body shape 2 3 5 6 7 
22. Manner of talking 0^1^: 2 3 5 6 7 
23. Thoughtfuineas 2 3 S 6 7 
24. Dress 2 3 5 6 7 
25. Movement Klf^ 2 3 5 6 7 
26. Bodily perfection #15^11 2 3 5 6 7 
27. Confidence 2 3 5 6 7 
28. Physical fimction 2 3 5 6 7 
29. Manners ^jh 2 3 5 6 7 
30. Upper torso (breast area) KSC 2 3 5 6 7 
31. Upper limbs (shoulders, arms) MoE 2 3 5 6 7 
32. Figure or physique WH 2 3 5 6 7 
33. Grooming CUM ^ 2 3 S 6 7 
34. Mid torso (waist, stomach) SKpC 2 3 5 6 7 
35. Energy level fStJ 2 3 5 6 7 
36. Friendliness 2 3 5 6 7 
37. Lower torso (hips, buttodcs) 2 3 S 6 7 
38. Being natural 2 3 5 6 7 
39. Intelligence 2 3 5 6 7 
40. Weight flIS 2 3 5 6 7 
41. Inner quality 2 3 5 6 7 
42. BodybuOd 2 3 5 6 7 
43. Health mM 2 3 5 6 7 
44. Physical coordination 2 3 5 6 7 
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B. How important is cacb of the following ideas to your dcfinltioa of attractiveness in 
MEN? 
Veiy 1 2 3 4 5 6 7 Very 
Ufiimponant _ Important 
^ 0^m.w 
1. Personality 2 3 S 6 7 
2. Hair (color, thickness, texture) WS^ 2 3 5 6 7 
3. Knowledgeable 2 3 5 6 7 
4. OvoTil] ^pearance 2 3 5 6 7 
5.  Humor 2 3 S 6 7 
6. Physical stamina 2 3 5 6 7 
7. Culture 2 3 S 6 7 
8. Muscle t<xie 2 3 5 6 7 
9 Height MrM 2 3 5 6 7 
10. Being pofect 2 3 5 6 7 
11. Upper legs (tfalghs) 2 3 5 6 7 
12. Temperament 2 3 5 6 7 
13. AgiUty fi|B^ 2 3 5 6 7 
14. Masculinity flilil » 2 3 5 6 7 
IS. Lower legs (iaice, calves, ankla) /JnR 2 3 S 6 7 
16. Being oneself 2 3 5 6 7 
17. Attitude IKS 2 3 5 6 7 
18. Face (facial features, complexion) 2 3 5 6 7 
19. Goodness 2 3 5 6 7 
20. Neatness 2 3 5 6 7 
21. Overall body shape 2 3 5 6 7 
22. Manna of talking 2 3 5 6 7 
23. Thoughtfulness fl|A!^ 2 3 5 6 7 
24. Dress 2 3 5 6 7 
25. Movement ftif^ 2 3 S 6 7 
26. Bodily perfection #©^11 2 3 5 6 7 
27. Confidence gM 2 3 5 6 7 
28. Physical function ^1^ 2 3 5 6 7 
29. Manners ^ih 2 3 S 6 7 
30. Upper torso (diest) 2 3 5 6 7 
31. Upper limbs (shoulders, arms) 2 3 S 6 7 
32. Figure or physique SS 2 3 5 6 7 
33. Grooming (SM ^ 2 3 5 6 7 
34. Mid torso (waist, stomach) BIKiSS 2 3 5 6 7 
35. Energy level 2 3 5 6 7 
36. Friendliness 2 3 5 6 7 
37. Lower torso (hips, buttocks) 2 3 5 6 7 
8 
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Veiy 
Unimportant 
1 2 3 4 5 6 7  Veiy 
Important 
tmmw 
38. Being natural 
39. Intelligence 
40. Weight filM 
41. Inner quality 
42. Body build 
43. Health 
44. Physical coordinatiCTi 
la FEELINGS ABOUT YOUR OWN BODY 
A. How satisfied are you with each of the following areas or aspects of your iiody? 
Ve^ 1 234567 Veiy 
Unsatisfied ^^ Satisfied 
1. Face (facial features, compkxioa) 1 2 3 4 S 6 7 
2. Hair (color, thickness, texture) MM 1 2 3 4 5 6 7 
3. Upper torso (chest or breasts) 1 2 3 4 5 6 7 
4. Upper limbs (shotdders, arms) /SoS 1 2 3 4 5 6 7 
5. Mid torso (waist, stomach) 1 2 3 4 5 6 7 
6. Lower torso (hips, buttocks) ffSS I 2 3 4 5 6 7 
7. Upper legs (thighs) I 2 3 4 5 6 7 
8. Lower legs (knee, calves, ankles) /JnS 1 2 3 4 5 6 7 
9. Muscle tone 1 2 3 4 5 6 7 
10. Weight fits 1 2 3 4 5 6 7 
11. Height MrM 1 2 3 4 S 6 7 
12. Overall ^pearance 1 2 3 4 5 6 7 
13. Overall body shape 1 2 3 4 S 6 7 
B. How imnortant is each of the following areas or aspects of your body to your 
a p p e a r a n c e ?  '  T ^ ! I S — ?  
Very 1 2 3 4 5 6 7 Very 
Unimportant Important 
^ ^mmm 
1. Face (fadal features, complexion) ME 1 2 3 4 5 6 7 
2. Hair (color, thickness, texture) WS^ 1 2 3 4 5 6 7 
9 
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Veiy 1 2 3 4 5 6 7  Very 
Unimportant Important 
3. Upper torso (chest or breasts) 1 2 3 4 5 6 7 
4. Upper limbs (shoulders, anns) MoC 1 2 3 4 5 6 7 
5. Mid torso (waist, stomach) BEKSB 1 2 3 4 5 6 7 
6. Lowo-torso (hips, buttocks) WniS 1 2  3 4 5 6 7 
7. Upper legs (th^) :^dK 1 2 3 4 5 6 7 
8. Lower legs (knee, calves, ankles) /JnS 1 2  3 4 5 6 7 
9. Muscle tone 1 2 3 4 S 6 7 
10. Weight U 1 2  3 4 5 6  7 
11. Height MrM 1 2 3 4 5 6 7 
12. OveraO appearance 1 2  3 4 5 6 7 
13. Overall body shape 9HSW^ 1 2 3 4 S 6 7 
C. I would like to chanee this area or asnect of mv bodv: 
Tjc/tgxi-m.•aM.jAB.lFaRMUZ.ig^rtTVL 
Strongly 1 2 3 4 5 6 7  Strongly 
Disagree Agree 
1. Face (facial features, complexion) 1 2 3 4 5 6 7 
2. Hair (color, thickness, texture) MM 1 2  3 4 5 6 7 
3. Upper torso (chest or breasts) 1 2 3 4 S 6 7 
4. Upper limbs (shoulders, arms) ISaR 1 2  3 4 5 6 7 
S. Mid torso (waist, stomach) BmiaC 1 2 3 4 S 6 7 
6. Lower torso (hips, buttodcs) WoS 1 2  3 4 5 6 7 
7. Upper legs (th^) :^dR 1 2 3 4 S 6 7 
8. Lower legs (knee, calves, ankles) /JnS 1 2  3 4 5 6 7 
9. Muscle tone 1 2 3 4 S 6 7 
10. Weight fl|£ 1 2  3 4 5 6 7 
11. Height MM 1 2 3 4 S 6 7 
12. Overall q)pearance 1 2  3 4 5 6  7 
13. Overall body shape 1 2 3 4 5 6 7 
IV. PERSONAL VALUES 
A. Please circle the number that best describes your feelings about each statement 
below. • 
Strongly 1 2 3 4 S 6 7 Strongly 
D i s a g r e e  ^ ^  A g r e e  
^ $mmm 
1. It annoys me when other people perform better 1 2 3 4 5 6 7 
than I do. 
- nmmm -
10 
Strongly 1 2 3 4 5 6 7 Strongly 
D i s a g r e e  ^ ^  A g r e e  
2. I enjoy being unique and different from others. 1 2 3 5 6 7 
3. If a relative were in financial difficulty, I would 
help within my means. 
1 2 3 5 6 7 
4. I usually sacrifice my sdf-intercst for the benefit 
of my group. 
1 2 3 5 6 7 
5. I enjoy working in situations involving 
competition with others. 
|g§irftie!S!lA88^fi5«gaTXf^ • 
1 2 3 5 6 7 
6. I am a unique person, separate firom others. 1 2 3 5 6 7 
7. I would sacrifice an activity that I enjoy very 
much if my family did not 4>prove of it. 
1 2 3 5 6 7 
8. Winning is every thing. ® • 1 2 3 5 6 7 
9. When another person does better than I do, I get 
tense and aroused. 
1 2 3 5 6 7 
10. I'd rather depend on myself than on others. I 2 3 5 6 7 
1 1 .  If a coworker gets a prize, I would feel proud. 1 2 3 5 6 7 
12. I would do what please my family, even if I 
detested that activity. 
1 2 3 5 6 7 
13. My personal identity, independent iirom others, is 
very important to me. 
I 2 3 5 6 7 
14. Competition is the law of nature. 1 2 3 5 6 7 
15. We should keqp our aging parents with us at 
home, -
1 2 3 5 6 7 
11 
Strongiy 1 2 3 4 5 6 7 Strongly 
Disagree ^^ Agree 
" 4mmM 
16. It is important to me that 1 respect the decisions 
made by my group. 
1 2 3 4 5 6 7 
17. It annoys me if I have to sacrifice activities that I 
enjoy to help others. 
I 2 3 4 5 6 7 
18. I rely on myself most of the time; I rarely rely on 
others. : nrnii^m^uA -
1 2 3 4 5 6 7 
19. It is important to me to maintain harmony within 
my group. 
1 2 3 4 5 6 7 
20. I like shanng little things with my neighbors. 1 2 3 4 5 6 7 
21. It is important that I do my job better than others. 1 2 3 4 5 6 7 
22. Children should be taught to place duty before 
pleasure. > 
1 2 3 4 5 6 7 
23. It is important to oonsuh close fnends and get 
their ideas before making a decision. 
1 2 3 4 5 6 7 
24. Self-sacrifice is a virtue. 1 2 3 4 5 6 7 
25. Some people emphasize winning; I'm not one of 
them. -
1 2 3 4 5 6 7 
26. Without competition, it is not possible to have a 
good society. • 
1 2 3 4 5 6 7 
27. Being a unique individual is important to me. 1 2 3 4 5 6 7 
28. The well-being of my coworkers is important to 
me. • 
1 2 3 4 5 6 7 
29. I often do "my own thing." 1 2 3 4 5 6 7 
12 
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B. SCENARIOS 
Please indicate your agreement with responses to the following scenarios. Choose one 
answo- that best describes your response. 
1. You and your fnoids decided spontaneously to go out to dinner at a restaurant What do you 
think is the best way to handle the bill? 
A. Split it equally, without regard to who ordered what 
B. Split it according to how much each person makes 
C. The group leader pays the bill or decides how to ^lit it 
D. Compute each person's charge according to what that person ordered 
2. Suppose your fiancee) and your parents do not get aloi^ veiy well. What would you do? (#)  
A. Nothing 
B. Tell my fiance(e) that I need my parents' finandal support and he or she should leam to 
handle the politics 
B. Tell my fiancee) that he or she should make a greater efifort to "fit in with the family" («) • 'mmMioi-m' 
D. Remind my fiancee) that my parents and family are very important to me and he or she 
should submit to their wishes ( # )' 
MM' 
3. You are buying a piece of art for your office. Which one factor is most important in deciding 
whether to buy it? 
A. It is a good investment iSi 
B. Your coworkers will like it 
C. You just like it 
D. Your supervisor will approve of it 
4. Which is the most important factor in an employee's promotion, assuming that all other factors 
such as tenure and p^ormance arc equal? 
A. Employee is loyal to the corporation 
B. Employee is obedient to the instructions from managentent 
C. Employee is able to think for him-or heraelf 
D. Employee has contributed to the corporation much in the past M 
5. Happiness is attained by 
A. gaining a lot of status in the community 
B. linking with a lot of friendly people —)£ 
C. keeping one's privacy 
D. winning in competitions 
13 
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6. You are planning to take a m^or trip that is likely to inconvenience a lot of people at your place 
of work, during your absence. With whom will you discuss h, before deciding whether or not to 
take it? 
A. No one MX 
B. My parents 
C. My spouse or close friend 
D. Experts about the place I plan to travel to so I can decide if I want to go 
7. When people ask me about myself; I WARlJfeWMSS • S— 
A. talk about my ancestors and their traditions S68I$69B 
B. talk about my friends, and what we like to do PclftfBtoflBXiRlSfflSICtSt'ft® 
C. talk about my accomplishments S6it$i69^St 
D. talk about what makes me um'que 9^Slff®6ESSH$ 
8. In your opinion, in an ideal society national budgets will be detennined so thai 
A. all people have adequate incomes to meet basic needs 
B. some people will be rewarded for making brilliant contributions 
C. there will be maximal stability, law, and order 
D. people can feel unique and self-actualized ASS6i6SISM^PtoS§6W3^ 
V. LIVING IN AMERICA 
Not at 
AU 
1 2 3 4  67 Extremely 
Often 
m^ni^  
1. I speak Chinese 1 2 3 5 6 7 
2. I speak English Sll|5l3t 1 2 3 5 6 7 
3. I enjoy speaking Chinese %5ttSPI4'5t 1 2 3 5 6 7 
4. I associate with Anglo Americans 1 2 3 5 6 7 
5. I associate with Chinese and/or Chinese 
Americans 
1 2 3 5 6 7 
6. I enjoy listening to Chinese language music 1 2 3 5 6 7 
7. I enjoy listening to English language music. 1 2 3 5 6 7 
14 
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Not at 
All 
1 2 3  5 6 7  Extremely 
Often 
8. 1 enjoy Chinese language TV 
nmw:m^s:^nm.mu 
9. 1 enjoy English language TV 
10. I enjoy English language movies 
11.1 enjoy Chinese language movie 
12. I enjoy reading (e.g., books) in Chinese 
13.1 enjoy reading (e.g., books) in English 
14. I write (e.g., letters) in Chinese. 
ami' 
15.1  write  (e .g . ,  le t ters)  in  Engl ish 
cmm-
16. My thinking is done in the English language 
17.  My thinking i s  done in  the  Chinese  language 
18.  My contact  with China,  Taiwan,  or  Hong Kong 
has been ^ 
19 .  My contact  with the  USA has  been 
20. My father identifies or identified himself as 
'Chinese' 
21.  My mother ident i f ies  or  ident i f ied hersel f  as  
•Chinese' 
22. My friends, while I was growing up, were of 
Chinese origin 
23. My friends, while I was growing up, were of 
Anglo origin 
2 3 
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
5  6  
5  6  
5  6  
5  6  
5  6  
5  6  
S 6 
5  6  
S 6 
5  6  
5  6  
5  6  
5  6  
5  6  
5  6  
S 6 
IS 
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Not at 
All 
-uw&m 
1 2 3 4 5 6 7  Extiemeiy 
Often 
24. My family cooks Chinese foods 
25. I prefer Chinese food in restaurants 
26. My inends now are of Anglo origin 
27. My fnends now are of Chinese origin 
28. I like to identify myself as an Anglo American 
29. I like to identify myself as a Chinese 
American 
30. I like to identify mysdf as a Chinese 
31.1 like to identify mysdf as an American 
32. I am proud of being a member of the Chinese 
group 
33. 1 participate in Chinese occasions, holidays, 
traditions, etc. 
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
2  3  
5  6  
5  6  
5  6  
5  6  
5  6  
5  6  
5  6  
S 6 
5  6  
2  3  4  5  6  
IV. PERSONAL INFORMATION 
1. Gender Male H Female 
2. Age: years gft 
3. Where is your birth place? ? 
4. When do you arrive in the U. S.? ? 
5. How many years have you Uved in the U. S.? ? 
6. How old were you when you arrive in the U.S.? 
7. Did you or do you go to school in the U.S.? (1^) 
Y e s  M  N o  ! f v e s . g r a d e ?  
16 
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8. How many years have you anended school in the United States? Years ^ 
9. What is the highest level of education you have achieved? ? 
No education 
Some High School 
Some Tectmical Sdiool 
Some College 
Some Graduate School 
10. What is your marital status?3^6tlitJ®t^ ^5£^M ? Single^# Manied 
11.  I f  married or  l iv ing with s ignif icant  other ,  what  i s  your  ^ XHiae's  or  partner's  ethnic i ty? 
12.  Are you a  permanent  res ident  of  the  U.S.?  ?  
Yes g No 
13.  During your stay here ,  how many t imes  have you vis i ted your home/ancestor  country? 
1 orless(ii?S$—2 3 4 5 6 7 and more 
14. If any, what is your occupation? ? 
16. What is your height? 
Feet 0^9 )^ Inches 0|B )^ OT ^  cm(i> )^ 
17. What height would you like to be? ? 
Feet05J5 )^ Inches or  ^
18. What is your wei^ t? ? Pounds (8 )^ or  ^ kg i^ ff) 
19. What weight would you like to be? ? 
Pounds (S&) or  ^ kg ) 
If you would like a summary of results, please check here. 
® Thank you for participating in the survey. © 
Please maii your completed questionnaire to 
Ching-Ti Cheng. 809, 15 1/2 5If.. N.W.. Rochester. MN55901 
in the enclosed postage-paid envelope. 
Ching-Yi Cheng 809.151/2 St.. N.W., Rtxhester, MN55901 
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APPENDIX B. HUMAN SUBJECTS APPROVAL 
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Information for Review of Research Involving Human Subjects 
Iowa State Universit>-
(Please type and use the attached instructions for convicting this form) 
1. Title of Project Acculturation and cultural value orientation of Chinese immigrant Americans: Effects on 
body image and involvement in dress 
I agree to provide the proper surveillance of this project to insure that the rights and welfare of the human subjects are 
protected. I will report any adverse reactiotis to the committee. Additions to or changes in research procedures alter the 
project has been approved will be submitted to the committee for review. I agree to request renewal of approval for any 
project continuing more than one year. 
Ching-Yi Cheng 
Typed name of principal investigator 
Textiles and Clothing 
3/10/2000 
Date 
1052 LeBaron Hall 
Signature of principal investigator 
Department 
(515) 294-9919 
Phone number to rep)ort results 
3. Signatures of other investigators 
Campus address 
Date 
4. Principal investigator(s) (check all that apply) 
n Faculty CH Staff S Graduate student 
5. Project (check all that apply) 
O Research ^ Thesis or dissertation O Qass project 
6. Number of subjects (con^lete all that apply) 
# adults, non-students: 200 # minors under 14: 
Relationship to principal investigator 
Maior Professor 
I I Undergraduate student 
I I Independent Study (490, 590, Honors project) 
# minors 14 - 17: 
# ISU students: other 
(explain): 
7. Brief description of proposed research involving human subjects: (See instructions, item 7. Use an additional page if 
needed.) 
(A) A focus group discussion will be conducted to establish the content validity of instnunents. The researcher will 
lead a discussion session and will ask for participants to fill out a questionnaire. Open-ended questions for 
discussion and the questionnaire conqileted by the focus group will be related to cultural values, body image, 
aesthetic of appearance, and involvement in dress. Final data will be gathered by a mail survey. The questionnaire 
for the mail survey includes 7-point Likert-type scales and nniltiple choice questions that contain the following 
information; (a) demographic characteristics, (b) acculturation level, (c) cultural value orientations, (d) body 
image, (e) aesthetic of appearance, and (f) involvement in dress. A telephone screening will be conducted to 
validate names and addresses and to ascertain willingness to participate in the study. The initial questionnaire will 
be mailed to respondents after phone screening. Reminder postcards and replacement questionnaire will be mailed 
to all non-respondents. 
(B) Subjects will be immigrant Chinese Americans recruited from Chinese American associations and religious 
organizations in Minneapolis, MN, and Chicago, IL. Criteria for immigrant Chinese Americans are: (a) individuals 
having cultiiral affinity to either Taiwan, mainland China, or Hong Kong or having national origin in one of three 
places and cultural affinity to the U.S., (b) male and female adults — at least 18 years old, and (c) fiersons have 
lived in U.S. at least 5 years but were not bom in the U.S. 
(Please do not send research, thesis, or dissertation proposals.) 
8. Informed Consent: S Signed informed consent will be obtained. (Attach a copy of your form.) - Focus Groups 
^ Modified informed consent will be obtained. (See instructions, item 8.) 
I I Not applicable to this project 
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9. Confidentiality of Data: Describe below the methods you will use to ensure the confidentiality of data obtained. (See 
instructions, item 9.) 
Only researchers will have access to names, addresses, and phone numbers of respondents. Any 
personal identification indicators will be removed from completed survey instruments, and audio tapes 
will be erased by January 1. 2001. Results will be reported only in general, with no specific individuals 
identified in reports. 
10. What risks or discomfort will be part of the study? Will subjects in the research be placed at risk or incur discomfort? 
Describe any risks to the subjects and precautions that will be taken to minimize them. (The concept of risk goes beyond 
physical risk and includes risks to subjects' dignity and self-respect as well as psychological or emotional risk. See 
instructions, item 10.) 
Some questions may involve psychological discomfort by asking personal information such as age, 
weight, height, body image, aesthetic preference for appearance, and cultural identity. Informing 
subjects of the confidentiality of data will minimize the discomfort. 
11.  CHECK ALL of  the  fo l lowing that  apply  to  your research:  
I I A. Medical clearance necessary before subjects can pa^cipate 
I I B. Administration of substances (foods, drugs, etc.) to subjects 
I I C. Physical exercise or conditioning for subjects 
I I D. Samples (blood, tissue, etc.) from subjects 
I I £. Administration of infectious agents or recombinant DNA 
I I F. Deception of subjects 
0 G. Subjects under 14 years of age and'or Q Subjects 14 - 17 years of age 
1 I H. Subjects in institutions (nursing homes, prisons, etc.) 
I I I. Research must be approved by another institution or agency (Attach letters of approval) 
If you checked any of the items in 11, please complete the following in the space below (include any attachments): 
Items A—E Describe the procedures and note the proposed safety precautions. 
Items D—E The principal investigator should send a copy of this form to Environmental Health and Safety, 118 
Agronomy Lab for review. 
Item F Describe  how subjects  wi l l  be  deceived;  just i fy  the  decept ion;  indicate  the  debrief ing procedure,  including 
the timing and information to be presented to subjects. 
I tem G For subjects  under the  age  of  14,  indicate  how informed consent  wi l l  be  obtained from parents  or  legal ly  
authorized representatives as well as from subjects. 
Items H—I Specify the agency or institution that must approve the project. If subjects in any outside agency or 
institution are involved, approval must be obtained prior to beginning the research, and the letter of approval 
should be filed. 
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Last name of Principal Investigator Cheng 
Cbeckiist for Anacfaments and Time Schedule 
The followiog are attached (please check): 
12.  ^  Lener or  \vTinen statement  to  subjects  indicat ing c learly;  
a) the purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be 
removed (see item 17) 
c) an estimate of time needed for participation in the research 
d) if applicable, the location of the research activity 
e) how you will ensure confidentiality 
f) in a longitudinal study, when and how you will contact subjects later 
g) ihat participation is voluntary, nonparticipation will not affect evaluations of the subjea 
13.  ^  Signed consent  form ( i f  appl icable)  FOCUS GROUPS ONLY 
14.  13^ Letter  of  approval  for  research from cooperat ing organizat ions  or  inst i tut ions  ( i f  appl icable)  
15 .  Data-gathering instruments  
16 .  Antic ipated dates  for  contaa with subjects:  
First contact Last contact 
3/31/2000 5/31/2000 
Month/Day/Year Mottth/Day/Year 
17.  I f  appl icable:  ant ic ipated date  that  ident i f iers  wi l l  be  removed f i 'om completed survey instruments  and/or  
audio or visual tapes will be erased: 
1/1/2001 
Month/Day/Year 
Department or Administrative Unit •artniental 
19.  Decis ion of  the  Univers i ty  Human Subjects  Review Conunittee:  
^ Project approved Q Projea not approved Q No action required 
Name of Human Subjects in Research Committee Chair Dale Signati^ of Coinmitte >ai w m i 
Patric ia  M.  Keith 
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March 31, 2000 
Dear friends: 
Thank you so much for agreeing to complete this questionnaire. The enclosed survey will 
help apparel businesses to understand consumer preferences, attitudes, and values, and to provide 
you with better service in the future. This survey will only take 20 to 30 minutes to fill out. It can be 
completed by any male or female in your household above the age of 17 who has lived in the United 
States at least 2 years but was not bom in the United States. 
Your responses will provide valuable insights of Chinese American consumers in relation 
to body satisfaction and consumer behavior toward dress and will be useful to consumer counselors, 
designers, manufacturers, retailers and advertisers of apparel for developing satisfactory apparel 
products for diverse consumers in the U.S. This study is scholarly research authorized by Iowa State 
University and is not conducted to further interests of any particular business. We need your 
participation to accomplish our research objectives. 
Your responses to this survey, should you wish to participate, will remain completely 
confidential. Your name was recruited through lists of Chinese American associations or religious 
organizations in the U.S. Only the researchers will have access to names and addresses of 
respondents. Any personal identification indicators will be removed from completed survey 
instruments by January 1, 2001. The only identifying characteristics that will be necessary for the 
purpose of the study will be the background information requested on the last two pages of the 
questionnaire. Results will be reported only in general, with no specific individual identified in 
reports. 
Use your first impression to answer each question. Do not let other individuals affect your 
decisions. What you think is valuable information. Please answer all questions on the following 
pages and mail your completed questionnaire in the enclosed postage-paid envelope. We hope that 
you will respond by April 15, 2000. Participation in this survey is voluntary. However, we do hope 
you will share your ideas. Your help in completing and returning this survey is most appreciated! 
Your completion of the instrument will indicate your consent to participate. But if you choose not to 
participate, simply return the uncompleted questionnaire in the envelope provided. A decision not to 
participate will not bias our feeling toward you in any way. 
If you have any questions concerning the completion of this survey, please do not hesitate 
to phone, e-mail, or write me at the number below. Or contact Dr. Maiy Lynn Damhorst at Iowa 
State University, Department of Textiles and Clothing, 515-294-9919, mldmhrst@iastate.edu. 
Please indicate on the last page of the survey form if you would like a report of the results. 
Thank you for sharing your time and valuable contribution. 
Best regards, 
Ching-Yi Cheng 
Doctoral Student 
809 15 1/2 St., N.W., Rochester, MN 55901 
507-292-0916 
cycheng@iastate.edu 
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April 24, 2000 
Dear friend: 
About three weeks ago, we wrote to you seeking your responses about information 
related body satisfaction and consumer behavior toward dress. As of today, we have not 
received your completed questionnaire. We realize that you may not have had time to 
complete it. However, we would genuinely appreciate hearing from you. If you have 
already completed the questionnaire, thank you and ignore this message! 
By participating in this study, you can help apparel businesses serve you better in 
the future. We are writing you again because the study's usefulness depends on our 
receiving a questionnaire from each respondent. In the event that your questionnaire has 
been misplaced, a replacement is enclosed. All respopses vou provide are valuable 
insights for this research. 
Your name was recruited through lists of Chinese American associations or 
religious organizations in the U.S. This survey can be completed by anyone in your 
household above the age of 17 who has lived in the United States at least 2 years but was 
not bom in the Um'ted States. Your responses to this survey ^vill remain completely 
confidential. Only the researchers will have access to names and addresses of respondents. 
Any personal identification indicators will be removed from completed survey instruments 
by January 1, 2001. The only identifying characteristics that will be necessary for the 
purpose of the study will be the background information requested on the last two pages of 
the questionnaire. Results will be reported only in general, with no specific individuals 
identified in reports. 
If you have any questions concerning the completion of this survey, please do not 
hesitate to phone, e-mail, or write me at the number below. Or contact Dr. Mary Lynn 
Damhorst at Iowa State University, Department of Textiles and Clothing, 515-294-9919, 
mldmhrst@iastate.edu. Please indicate on the last page of the survey form if you would like 
a report of the results. 
Thank you for sharing your time and valuable contribution. 
Best regards, 
Ching-Yi Cheng 
Doctoral Student 
809 15 1/2 St., N.W., Rochester, MN 55901 
507-292-0916 
cycheng@iastate.edu 
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Script for Telephone Contact 
Hi! My name is Ching-Yi Cheng, a Ph.D. candidate of Textiles and Clothing at 
Iowa State University working on my dissertation. I am calling to invite you to participate 
in a mail survey of Chinese American consumers and their body satisfaction and consimier 
behavior toward dress. The survey will help apparel businesses to understand how diverse 
consumers think, feel, and behave. The survey will only take 20 to 30 minutes to fill out 
and can be completed by anyone in your household above the age of 17 who has lived in 
the United States at least 2 years but was not bom in the United States. We need responses 
from both men and women. 
Your name was recruited through lists of Chinese American associations or 
religious organizations in the U.S. Your responses to this survey will remain completely 
confidential. Participation in this survey is volimtary. If you wish to participate, we will 
mail you a questionnaire and a postage-paid envelope. Your help in completing and 
returning this survey is most appreciated! Do you have any question concerning this 
survey? 
(Wait for the response and/or answer the question correspondingly.) 
Would you like to participate in this survey? 
(Wait for the response and follow the procedure AorB correspondingly.) 
A. nf the answer is "YES. ") 
Thank you very much! I would like to verify your name and address for mailing purposes. 
(Record the information.) 
B. df the answer is "NO. ") 
Thank you. Would you please refer us to names and phone numbers of your fnends or 
family who might be interested in participating in this survey? 
(Wait for the response and follow up correspondingly.) 
If you have any question, please contact me at 507-292-0916 or e-mail me at 
cycheng@iastate.edu. 
Thank you for your time and valuable assistance! Good-bye. 
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Focus Group Consent Forin 
You are invited to participate in a study of Chinese American consumer body 
satisfaction and consumer behavior toward dress. We hope to learn your opinions and 
perceptions. You were selected to participate in this study because you are an adult Chinese 
American residing in Rochester, Minnesota. You are one of about 20 adults selected for this 
study. 
If you decide to participate, the researcher will lead a discussion session and will 
ask for you to fill out a questionnaire focusing on your body satisfaction and ideals and 
consumer behavior toward dress. These two exercises are estimated to take one hour. The 
information that is obtained from these exercises will be used to modify the research 
questionnaire that will be later used for a mail survey. 
Any information that is obtained in connection with this study and that can be 
identified with you will remain confidential and will be disclosed only with your 
permission. The information will be released only in the fomi of "responses of Chinese 
American adults in a midwestem city." 
Your decision whether or not to participate will not bias our feeling toward you in 
any way. If you decide to participate, you are free to discontinue participation at any time 
without prejudice. 
If you have any questions, please do not hesitate to call Ching-Yi Cheng at 507-
292-0916 or to e-mail her at cycheng@iastate.edu. Or you may call Dr. Mary Lynn 
Damhorst at Iowa State University, Department of Textiles and Clothing, 515-294-9919, 
mldmhrst@iastate.edu. 
You will be offered a copy of this fomi to keep. 
Cut Here 
Please sign below if you are willing to participate in this study. Your signature indicates 
that you read the information provided above and have decided to participate. You may 
withdraw at any time without prejudice after signing this form should you choose to 
discontinue participation in this study. Thank you for your willingness to help! 
Signature Date 
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Examples of the Types of Questions to Be Asked 
In Discussion for the Focus Group 
1. In your opinion, what is the definition of "beauty" in general? 
2. How do you assess a woman's beauty or attractiveness? What criteria do you use? 
3. How do you assess a man's attractiveness? What criteria do you use? 
4. In terms of aesthetic preferences for appearance, what is the difference between 
Chinese and White Americans? 
5. Do Chinese in the United States feel unsatisfied about their bodies or appearance 
due to the difference between White Americans and Chinese Americans? (Please 
specify the body parts with which they may feel unsatisfied.) 
6. What aspects of dress are interesting or important to you? 
7. After moving to the United States, is there any change in your preferences for 
clothing? 
8. In your opinion, what is the difference in the preferences for clothing between 
White Americans and Chinese Americans? 
9. What are the major criteria you use when you purchase apparel? 
10. How do you get information about style in dress? 
11. Please talk about the time, energy and money that you spend on dress. 
175 
Reminder Post Card 
I ] Amencan consumer survey sent lo you one wecK ago. f j 
(Please ignore this if you already returned the survey. Thank you!) xZZZI/ 
We would greatly appreciate your response lo the Chinese 
ri t  ek
Your response will provide educators and apparel businesses with valuable 
information that will be used to provide Chinese American consuniers with better 
service and products to satisfy their needs in the future. 
If you are still uncomfortable for any reason with answering any of the questions in 
the survey, please feel free to leave them blank. I would much rather have your 
survey returned to me without these facts, than not receive your survey at all. 
We would appreciate it if you could con^lete the survey and mail it back to us in 
the next few days. If you have any questions, please call Ching-Yi Cheng at S07-
292-0916. Or contact Dr. Mary Lynn Damhorst at Iowa State University, 
Department of Textiles and Clothing, 515-294-9919. Thank you for your time. 
Ching-Yi Cheng 
Doctoral Student 
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